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SECTION I 
WHAT THE TERRITORY COMPRISES 


H« much you will sell is bound up with the 


question, where you will sell. The ‘‘where’”’ 
has a geographical significance, and this again is 
directly related to its particular conditions. 


This is equivalent to saying that all territory is not 
alike; that selling in a certain territory is not the same 
thing as selling in another. The selling process is the 
same. The presentation of the proposition, whoever the 
prospect may be, will be practically the same, but the 
problems likely to arise in one locality will differ widely 
from those in another. There is another sense, as we shall 
see, in which all territory is very much alike. 


We can visualize the salesman prepared to go out into 
the field, from the standpoint of knowing his proposition. 
That is the first essentia!. He has a particular thing to 
sell. He must understand general selling principles; he 
must be able to apply these to the specific thing he is 
to distribute. 


In these respects he may be thoroughly efficient, but 
that is not enough; the territory has the same claims upon 
him as does the proposition. There are general facts per- 
taining to all territory, and there are things of a specific 
nature peculiar to one kind of territory as distinct from 
another. 


It is a bad time to try to so.ve problems when you are 
right in the midst of them without having given them any 
previous thought. You come into a certain territory, with 
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a proposition, knowing the proposition, but knowing 
nothing of the territory, and find yourself in a nest of 
difficulties. A dozen questions will arise that have to 
do with successful distribution that should have been 
analyzed and understood before entering the field. 
In the presentation of this subject we have four things 

to consider : 

What the Territory Comprises 

Selecting Your Territory 

Knowing YOUR Territory 

Working YOUR Territory. 


TERRITORY AS AN ASSET 


The territory is not merely so much _ geographical 
space. It signifies two things of first importance which 
must be clearly grasped at the outset. To go into the 
field without a clear understanding of these two things 
is to stand in the way of doing your best work. 


The Company’s Property 

You may not have thought of the territory as being 
the property of the house. You thought only of the 
proposition in that light. You fully realized that the 
house owned the goods, but it never occurred to you that 
the territory as truly belonged to your house as does 
the product you have undertaken to distribute. 


Get clearly in mind the relation of the goods to the 
territory. It means nothing to the house to have goods 
to sell if it cannot dispose of them. It is in the territory 
where the goods are sold. If for any reason the terri- 
tory yields no business, or the profits are greatly 
diminished, your house suffers a loss. 
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The territory represents so much distribution, so much 
money. The house assigns you a certain territory and 
expects you to realize on it to the uttermost of your 
ability. When the returns are less than what the ter- 
ritory is capable of rendering, the house has lost that 
much money. Instead of the territory being an asset 
it becomes a liability. 


The salesman who ‘‘burns up’’ territory fails to take 
this vital fact into account. Every prospect lost by 
poor salesmanship means that a definite amount of the 
house’s property in the way of territory has been 
spoiled. It is so much opportunity for so much business 
and so much profit. Skimming over or inefficiently 
working the territory destroys the opportunity. 


When the territory is but one-half worked that means 
that the house will realize on but one-half of its property. 
It may be that the circumstances of that time are most 
favorable for a big ‘‘clean up,’’ and at another time they 
may be much less favorable. 


The relation of the house to its territory is the same 
as that of the farmer to his farm. Let us say that he 
owns 100 acres. If he leaves half of it uncultivated, just 
that much of his property will yield no returns. It is, 
for that period at least, the same as if he did not own 
those 50 acres that are lying idle. 


If he worked the 100 acres in such a careless, un- 
scientific way that he will get but half a crop, then, like 
the unscientific salesman, he ‘‘burned up”’ his territory. 
He had a certain amount of property that was his oppor- 
tunity to make money. He failed to use the opportunity 
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properly, so he lost money. The same is true of the house 
when its property, the territory, is carelessly regarded 
and improperly worked by the salesman. 


The Salesman’s Opportunity 

The house assigns the territory to the salesman and 
requires of him faithful stewardship. But it is as truly 
the opportunity of the salesman as it is that of the 
house. 


It is very much like working a farm on shares. The 
owner gives the farm over to another who is responsible 
for working it to its fullest capacity, for which work 
he receives one-half of the harvest. The house turns 
over to the salesman a certain territory in which his duty 
is to distribute the product of the house to earn a salary 
or commission. 


In Business for Yourself 

You are practically your own boss when you are a 
salesman. You can develop that territory so as to make 
it yield large returns. You have the same liberty to push 
your business interests and cash in on the company’s 
product as does the company itself. 


The salesman is the most independent man of any class 
of workers. He is in business for himself, but he will 
have that business just so long as he looks after it. The 
same is true of the house with which he is connected. 
It is in business for itself, but it cannot neglect the 
business and expect it to run itself. 


Salesmen look at this matter from different angles. 
Here is a man who says, ‘‘I am in business for myself. 
I am practically as independent as is the house, for I 


What the Territory Comprises i 





am controlling the possibilities of this territory to my 
own financial advantage. The more I make for the house 
the more I make for myself.’’ 


Another man says, ‘‘I am in business for myself, and 
it is nobody’s concern how hard or how little I work. 
It is no one’s business but my own. I am independent; 
I am my own boss, and as long as I can make a living 
by working four hours each day that is my affair. This 
is my territory and I can work it as best suits me.’’ 


You are in business for yourself, but you are responsi- 
ble for the house’s property, as we have already seen. 
The two things are essentially related. It is not true 
that being in business for yourself in this way gives you 
the right to use the firm’s property to suit yourself. 
You have a great opportunity, but you have also a great 
responsibility. 


Your Workmanship 
Opportunity is always coupled with responsibility. 


You are in business for yourself, therefore work like 
a business man. How long would you remain with your 
house if it were unbusinesslike, slack in its treatment of 
its customers, and indifferent to your interests? 


There are salesmen who think they are in business for 
themselves when, as a matter of fact, they are scarcely 
in business for anybody. They make a convenience of a 
fine opportunity. There is nothing of the business man 
about them. They are as different from the salesman who 
is a real, thoroughgoing, energetic business man as the 
careless, neglectful owner of a business is different from 
the man who is every hour ‘‘on the job’’ working towards 
the top of a successful business career. 
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You cannot make a convenience of an opportunity and 
succeed. Salesmanship is not an opportunity for a good 
time, an easy time, a chance to ‘‘lay off’’ every afternoon 
and take in baseball games and other sports. It offers 
such a chance to him only who does not want to work 
and to climb, and who has no future before him. 


As an ancient writer said, ‘‘We are persuaded better 
things of you though we thus speak.’’ The man who 
spends his time and money to become a trained sales- 
man values the opportunity too highly to abuse it. He is 
fitting himself to do a man’s work, not to play at sales- 
manship, but to compel it to serve his highest interests. 


Be master of the situation. The world appreciates a 
masterly man. There are those who are eternally mas- 
tered by circumstances and who seem never to rise above 
them. Be a master, not a slave. There are those who, 
facing demands laid upon them, are forever looking back 
to see if the way is clear for a retreat. 


You are regarding your territory as a great oppor- 
tunity. You are saying to yourself, ‘‘This is my field of 
action. This is my chance to get into business for myself 
and to build up a profitable business. I will work it as 
the house would work it if it were in the field selling its 
product. I will be an asset to my firm and to myself, 
and not a liability.’’ 


KINDS OF TERRITORY 


When we say there are different kinds of territory we 
refer to country territory and town and city territory. 
They are geographically different, as well as different in 
the selling conditions. Their problems are not all the 
same. Their people may be the same as to those uniform- 
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ities of human nature by which people in general are 
characterized, but their circumstances are different. This 
will appear as we proceed. 


Country Territory 

There is a geographical background to one district that 
differentiates it from another. It invests it with con- 
ditions peculiar to itself. This is true of its location, soil, 
terrain, climate, temperature, and other features, 


Climate 

The climate, in a large measure, will determine the 
nature of the district. The four seasons may be radically 
distinct in that it has cold winters, hot summers, and 
late falls. Again, it may be a district in which there is 
practically no winter, the temperature standing between 
50 and 90 degrees, or still higher. 


These differences govern or greatly affect the agri- 
cultural and commercial conditions of the district. If a 
section has high winds, a heavy rainfall during the sum- 
mer, and a cold winter season, these factors would bring 
about industrial and commercial interests of a nature 
widely different from those in a region of warm winters, 
with rain and comparatively little wind, and no radical 
changes in temperature. 


If you were selling in a tropical region it goes without 
saying that you would not be distributing overcoats and 
fur garments. Climate would determine the general 
character of your line as well as vitally affect other 
factors of your selling. 
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Crops and Products 

The kind and quantity of food products depend upon 
the nature of the district. The soil may be especially 
adapted to the cultivation of corn. You are then in a 
corn belt. Such are the states of Illinois, Indiana, and 
Iowa. Climatic and soil conditions in this belt are 
favorable to this product. 


In Minnesota and the Dakotas you are in another belt 
where the conditions determine the cultivation of wheat. 
In the South you find yourself in a wholly different 
country —in the midst of the cotton fields. Soil and 
climate combine to adapt these various sections of the 
country to their specific forms of production. 


If you were selling a proposition especially designed 
for a cotton raising district you would not have territory 
assigned you in Ilhnois, Iowa, or Indiana, and especially 
not those sections where the soil is peculiarly favorable 
for the raising of potatoes. A manufacturer of harvesting 
machinery would not send a sales force into the cotton 
belt of the South to sell his reaping machines. 


Thus we see how geographical conditions must be 
understood, since they determine the handling of certain 
lines of products. If the State of Michigan produces a 
far better quality of potato than does Illinois, Indiana, 
and other states, you would have a fine market in these 
latter states for that product. But you would go to the 
farmers of Michigan with a proposition that had to do 
with potato cultivation. 


What does the district produce and how much does it 
produce? This is one of the first questions the salesman 
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must raise, and then get the facts that will answer it. 
They will have an essential bearing upon working that 
territory. 


The farming may be of such a nature that it would 
afford him limited opportunity for doing business. He 
must know that at the outset. We are assuming that the 
reverse is true. The people in the territory use what he 
has to sell. 


What would it signify to him that the crop was small 
as compared with the entire acreage? How would he 
interpret the fact that the crop of the district was large? 
Should a small crop and large acreage discourage him, 
or should he see in it an unusual opportunity? How 
should the opposite situation interest him? 


Machinery and Equipment Used 

The salesman may find in the machinery used the rea- 
son for small or large crops. If it is out of date, and the 
farmer can get just so much out of it, his labors and the 
results of his work are bound to be limited. 


This man can be rendered a great service. His obsolete 
equipment can be scrapped and replaced by up-to-date 
machinery. Waste places in that farm can be made to 
yield abundantly. He has too much acreage for his 
equipment. The soil is not being turned into profit. 


How the salesman will sell him, or what appeals he 
may make, does not belong to this discussion. We are 
dealing with conditions that must be understood in order 
that the salesman may know what territory to work and 
how to work it. 
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The district, on the other hand, may be under active 
cultivation, and the equipment may be of high modern 
order. Everything indicates progressiveness and scien- 
tifie methods of farming. Can the salesman improve 
these conditions? That depends upon his product. What 
opportunity will he have for giving service? In any 
ease he knows what to look for and how to proceed, as 
far as machinery is concerned. 

Again, the district, or part of it, may consist of dairy 
farms, or farms raising garden stuff. This may be entirely 
out of line with what the salesman has to sell. He comes 
to his territory ignorant of the facts, let it be assumed, 
and he discovers that this much of it at least, if not all 
of it, is poor territory for his product. If he is selling 
the dairy or truck farmer he would be in a position of 
great advantage—the territory would be favorable for 
the line. 





Ownership and Employees 


A certain percentage of these farmers may not own the 
farms; they rent them, and in some instances work them 
on shares. Do they also rent the machinery or do they 
supply their own equipment? When the salesman comes 
to his prospects is he dealing with buyers? 


This is an important item. It is like renting a house. 
If the landlord refuses to keep up the property the tenant 
will not do so. He would lke to have the rooms deco- 
rated, but it is not his property, and he does not intend 
to spend money on what is not his. 


It is quite different when the landlord authorizes the 
tenant to do the decorating and pay for it out of the 
rent. The farmer who rents a farm and does not own 
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the machinery may be given the right to install suitable 
equipment and pay for it out of the rent, or share the 
expense with the owner. In that case he is the buyer and 
is given discretionary powers in such matters. 


The farmer, we will say, has as many employees as the 
conditions require. But the conditions may be changed 
and the amount of help reduced. The salesman may be 
able to bring about these changes through the sale of 
better farming implements and more scientific methods. 


Again, it is often the case that the farmer is short- 
handed. Employment of men is a problem. His sons 
have gone to work elsewhere and he must depend upon 
others. This situation is intensified if his equipment is 
inadequate. Thus the opportunities of the salesman and 
the character of his work will depend on the needs and 
conditions of those to whom he is selling. 


Population 


The district may be cut up into a large number of 
comparatively small farms. In that case there would 
be many families. It is important to know how many. 
If the salesman is marketing a product for which every. 
family is a prospect, then he ought to know how many 
prospects he has in that district. How many separate 
farms in a given area, how much each represents, how 
large their holdings, are the things that enter into an 
estimate of the character and value of his territory. 


On the other hand, the district may be equal in point 
of area, but it may consist of a few large farms. The 
population may be thinly scattered. There are fewer 
families. Preparations may be under way to increase the 
size of these farms and reduce the number of laborers 
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and their families. This, in turn, will probably reduce 
the number of salesman’s prospects. Something, how- 
ever, depends upon the product he is selling. 

In any case, the salesman must know the facts con- 
cerning his territory, if he is to work efficiently. 


Buying Habits and Interests of the District 

The farmer who lives some distance from town and 
who does not get there frequently has different buying 
habits from those who are in and out of town daily. The 
things a man sees and hears have much to do with his 
buying standards and habits. 


A district may be very progressive. The farmers may 
live close together and fraternize in a large way. The 
social side of their life is well maintained. The one sees 
what the other has. They are not isolated, and they 
have pride in being up-to-date. 


The buying habits and interests of this country com- 
munity may be of great consequence. People have their 
automobiles and their telephones. You go to them with 
a radio and are understood and welcomed as a benefactor, 
They have the evenings and the opportunity to keep in 
touch with the world of men and events and to be as 
alert and well informed as those who live in big cities. 


There are communities, however, that are not progres- 
sive in such a degree. Their interests are narrow; they 
do not buy much and are ultra-conservative buyers. How 
these people are to be educated to a better order of 
things is the salesman’s problem, but he must first know 
that this is the problem, before he attempts to solve it. 


What kind of a buying community do you have in this 
district, with reference to the use of farm equipment and 
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machinery? Do the farmers use and buy the best? Does 
the fact that one farmer buys an up-to-date machine 
influence others to do the same? Is it a difficult thing to 
get into this district anything that will do more work or 
save time and labor? Are the people up-to-date in the 
methods of harvesting and storing their grain? How you 
will sell and what you will sell will depend upon whom 
you are selling and the conditions under which your pros- 
pects live. 


Transportation 


The relation of transportation to the territory is an 
important matter. The district may or may not be easily 
accessible. These facts must be known. You must know 
how you are to get your goods or service to your cus- 
tomers. Is the responsibility of the house met when they 
have the ‘‘freight on board,”’ or does it deliver the goods 
to the buyer’s home, office, or factory? Must the farmer 
go for what he has purchased, and how far must he go? 
Where does transportation end? 


Imagine the salesman not being informed on this mat- 
ter, and when asked these questions unable to give a 
definite reply. He may lose his sale on that very point. 

Many specialty salesmen handling small products deliver 
with the order. They carry a quantity with them, usually 
what would amount to a day’s sales. 


The important point is that the salesman must know 
how the goods are to be delivered, the method of trans- 
portation, and how far the house is to carry them. 
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Sources of Information 


Many salesmen, inexperienced in this kind of selling, 
will raise the pertinent question, ‘‘How am I to know all 
about this? Where am I to get the information.”’ 


They readily admit that it is necessary to know these 
things about the country territory—crops, climate, pecul- 
larities of districts, population, ete.— but they are 
bewildered when they realize that it is all Greek to them 
and they do not know where to turn for the facts. 


And yet it is quite simple. Sources of information 
along these lines are voluminous. All that is necessary 
is that the salesman make full use of them and keep a 
convenient record of what he gathers to which he ean 
constantly refer for purposes of guidance in his work. 


1. Governmental Publications 


The government has full reports on all sections of the 
country. Statistics have been carefully gathered and are 
in published form and available to anyone. These reports 
will give you the census of any section so that the ques- 
tion of population is taken care of. 


The same is true of the crop report. The government 
knows the yield of every year. This report is specific 
and detailed. Items are not lumped but specifically 
stated. It gives the number of bushels of wheat, oats, 
corn, and other products. It also gives you the produc- 
tion by states and counties. 


By this means you can learn the location of the various 
belts: the cotton belt, tobacco belt, wheat belt, and corn 
belt. You can easily learn the character of certain ter- 
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ritory, its leading products, and its crop wealth. Com- 
parative statistics are also furnished. 


The government issues agricultural bulletins giving 
valuable and reliable information, drawn from many 
reliable sources. You will recall having seen from time to 
time in the newspaper comparative statements showing 
the yield of a certain year as compared with the previous 
year or years. For this information the newspaper had 
to depend upon these reports. 


If you want certain facts of this kind which are not 
otherwise accessible, send to Washington to the Bureau 
of Statistics for whatever report you need. All such 
matter comes to you without postage, hence it is not 
necessary to enclose stamps. 


2. Trade Associations 

Bear in mind that there are Co-operative Societies, 
Breeders’ Associations, Producers’ Associations, and simi- 
lar organizations. They secure and file Just such informa- 
tion as we have referred to. It is in tangible, definite 
form and can be had without difficulty or expense. 


3. Chamber of Commerce 

The Chamber of Commerce, or Association of Com- 
merce, is a very convenient source of information. If you 
are in a city you will know how to get in touch with 
the Chamber of Commerce or the local organization of 
business men. These and similar organizations are relia- 
ble sources of information available to salesmen. They 
will also be able to direct you to other sources of 


information. 
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You will find such Associations in many of the small 
cities and towns, and they can serve you in this respect. 
It is an easy matter to write the Chamber of Commerce 
of a large city and get by mail the information you need. 


4. General Sources 


You are not limited to the sources we have mentioned; 
there are many others. 


There are atlases that will give you much geographical 
and agricultural information. If you do not own one 
you can consult those in any public library. Get one 
that is up-to-date in its information. 


A good statistical Year Book will serve you in like 
manner and can also be found in the library. 


In many instances what you will want is an encyclo- 
paedia. It will give you instruction in regard to your 
product or some feature of it. Or you will find valuable 
information pertaining to the territory, its climate, rain- 
fall, temperature, soil, and products. 


Another very helpful source of information is the 
County Gazateer. This will give you the facts regarding 
the farmers, location of farms, owners. and other par- 
ticulars of a personal nature. 


Any good library will furnish you with an abundance 
of data, and with the help of the librarian you will have 
brought to your hand much if not all that you will need. 


5. Business Publications 


Every salesman should have access to a trade journal, 
and, for that matter, subscribe for one. It will keep you 
in touch with trade conditions and the markets, and give 
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you information from time to time on the special points 
we have set forth. 


You will be surprised to know how much information 
country newspapers can give you relative to the terri- 
tory which they serve. They are in close touch with local 
conditions and ean frequently supply you with the spe- 
cial item that will solve one or more of your problems. 


Town and City Territory 


When we pass from the country to the city and town 
territory we are in the midst of entirely different condi- 
tions. We are now dealing with people whose circum- 
stances and activities are wholly different. 


The salesman must know how to do his work in the 
most efficient way so as to secure the best results in the 
shortest time and with the least expenditure of effort. 
That is, he must eliminate waste. Waste in any form is 
a loss. 


Haphazard methods will damage your Salesmanship. 
You will work harder and accomplish less in that way 
than by the use of well-planned, systematic efforts. It 
depends upon whether you are doing footwork or head- 
work. Intelligence and common sense must be employed 
in selling. Using up brain cells is far more profitable 
than wearing out shoe leather. 


There is a groundwork to be laid in handling city and 
town territory, as there is in working country territory. 
There is a schedule to follow and a definite method of 
procedure to be maintained. Thus your work is carried 
on in an orderly and systematic manner, free from waste- 
ful and slip-shod measures. 


———eee— SS: 
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Classification of Tomns 


A district may comprise several counties, a state, oF 
several states. Let us assume that it covers a fairly 
extended area having both small towns and large towns. 
The first thing you will do will be to classify these towns 
as to size. They may range in population from 1.000 te 
25,000 people, and the following may be the onder of 
elassifieation ; 


Towns of 1,000 population 

Towns from 1,000 to 5000 
Towns from 4.000 to 10,000 
Towns from 10,000 te 25,000 


Again, you will list the towns that have a population 
af 5,000, those of 10,000, and those of 25,000 Thus you 
have an important item; you know what your district 
eontains in the way af towns, and what are the important 
centers. It will take but a few minutes te figure up the 
total population of the district. 


For 25 cents you ean purchase a little “Guide Book” 
of any state which will supply you with these facts, the 
counties, population, railroad and interurban Rues and 
a map of the state. 


Commercial Activities and Industries 


You must know the interests of the people in thes 
eities and towns. What do they def What are their 
resourees? Many of these towns will be af a Simple mer 
eantile character. They have no industries; that \ they 
do little or no manufacturing. 


Other towns will be largely industrial. Ther have 
important factories, and in some instances one large 
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industry is the very life and center of the town. It is the 
foundation of its prosperity. It gives employment to a 
large part of the population, and upon it the town prac- 
tically depends. 

In some cases there are several industries, and the 
interests of the community are of a much more varied 
nature. No one thing dominates, but several things con- 
tribute to widely diversified industrial interests. 

There may be a mining section that covers a consider- 
able area upon which a region largely depends. 

Another town is a railroad center. It has railroad 
works and offices which are the heart of the town’s 
activities. 

You should work out another classification along these 
lines to classify the facts with regard to this district. 
It will give you 
1. The towns of a simple commercial life. 

2. The factory towns, including such interests as 
Brick and tile manufacture 
Automobile and wagon works 
Watch factory 
Furniture factory 
Shoe factory 
3. The lumber and mining section 
Lumber, coal, iron and similar products 
4. The railroad towns 
5. The educational towns 


Those towns in which the college or norma) school 
is the leading interest 
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Thus you have your district classified according to its 
general activities, the interests of the people, and the 
sources of wealth. You know how many industries it 
contains and of what they consist. You know the class 
of people to be found in the mining and railroad sections 
as distinguished from those of the manufacturing and 
educational centers. 


Population 
The matter of population calls for another classifi- 
cation. 
1. The proportion of white and colored people. 
2. Nationality: 
The German districts 
The Norwegian and Swedish districts 
The Polish districts 
The Italian districts. 
The American districts. 


This classification may be extended, but it suggests 
the importance of knowing of what the population con- 
sists and what are dominating nationalities in certain 
sections, A town may be 30% German, 15% Swedish, 
40% American and 15% miscellaneous. 


3. Stability of the population. 


Some districts have a more or less transient population. 
This may be very important in selling certain lines. The 
railroad sections may be subject to many changes. A col- 
lege community for the vacation season will lose many of 
its people, and each year will take many from the town 
and bring many to it for the period of their college life. 
The factory towns will show more stability, as will the 
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simple commercial towns, many of which have a large 
proportion of retired farmers. The latter are usually 
very close and conservative buyers. 


Public Institutions 


1. The life of the community is reflected in its schools. 

Here is a town in your district with 15,000 people. Its 
school buildings and school equipment are disreputable. 
The people are not public spirited and have little interest 
or pride in their school affairs. 


The town next to it has a population of 5,000. Its 
school buildings and equipment are up-to-date, fine struc- 
tures; there are excellent provisions for the children, and 
a deep interest in everything pertaining to school mat- 
ters; teachers are well paid and general standards of 
education are high. 


On these points relative to schools you can classify the 
entire district. 


2. The church life of the district. 
How many towns in the whole district? 
How many churches? 
What churches dominate in point of number? 
What churches dominate in point of membership? 
Church buildings and equipment. 
First class towns. 
Second class towns. 
Third class towns. 


The percentage of population that attends church. 
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Thus you can gather some idea of the moral influences 
at work for the betterment of the community, as in the 
case of the schools you saw what intellectual forces are 
operative. 

3. The Public Library. 

The value of the public library in any community is 
readily conceded. It brings the people to a higher level 
of education and culture. You will want to know: 

The towns and cities that have a Carnegie Library. 
The towns that have a city library. 

The towns that have more than one library. 

The towns that have only a circulating library. 
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These institutions have become integral factors in 
many cities. They have considerable influence in the 
social and intellectual life of the community. In many 
instances they contribute to the religious interests of the 
people. 

The membership of these organizations. 
Those that offer instruction along various lines in 
day or evening classes. 


Retail Dealers 


You must know the various lines of business that are 
eondueted in your district. You ought to know the 
amount of business in each line, as a matter of general 
information, as well as the extent and character of busi- 
ness in your own line in every part of the district. 


If you are selling fixtures for soda water fountains, 
you will have dealings with drug stores, confectionary 
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stores, department stores, and possibly other stores. Thus 
you must have definite information pertaining to three or 
four different kinds of business. 


If you sell chewing gum, you will sell to drug stores, 
confectionery stores, cigar stores, news stands, railroad 
stations, and department stores. In how many of these 
places would you sell cigars? 


Your line may require you to handle automobile acces- 
sory stores, electrical goods stores, garages, hardware 
stores, and furniture stores. 


Thus you should classify the retail trade in every town 
of the district, to get a line on the general business it 
represents, and on those special lines that would be your 
prospects. The following is a list of the retail trade that 
is fairly complete and given in alphabetical order. To 
how many of these dealers would your proposition take 
you? 


Auto accessory Furniture Meat market 
stores General stores Men’s wear 
Boots and shoes Garage Music 
Cigars Groceries- Oil and gas 
Confectionery Delicatessen stations 
Drugs Hardware Paint, oil, glass 
Dry goods Jewelry Stationery 
Electrical goods Lumber Women’s wear 


Wholesale Dealers 


What has just been said about retail dealers will guide 
you in the classification of wholesale dealers. In some 
instances you would classify these under both groups, 
when they do both a wholesale and a retail business. 
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You will run down the list for the kind of business, 
and you will get the number as in the other case. 


Transportation 


It is of great importance to have the map of the city 
in your mind, so that you know every section and how 
to get from one place to another. You must know the 
traction and the bus lines. Time and expense are saved 
by having these facts at your finger tips. 


The same is true of transportation throughout the dis- 
trict. This gives you a three-fold form of classification. 
Towns and cities on the same electrical line. 
Towns and cities on the same steam lines. 
Connections between towns by other lines. 


Anything that will save time and expense is an in- 
portant item. You should know the most direct route to 
a certain point without having to look it up. Your dis- 
trict should lie before your mind’s eye in every detail of 
its transportation facilities. You will save money, annoy- 
ance and miles of travel by following these instructions. 


Sources of Information 


Some of the sources already indicated will be service- 
able in this connection. 


We have spoken of the Guide Book of the State and 
the fact that it gives the population of every town of 
your district. It will also give you the railroads, elee- 
tric lines, and their various connections. The map will 
give you the relative positions of towns and cities, and 
railroad time tables will do the rest. 
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You want the facts and statistics pertaining to the 
churches, schools, libraries, Y. M. C. A., Y. W. C. A., and 
clubs. The publie hbrary will furnish you the year books 
of the various churches. They will give you the location, 
number of members, name of pastors, and other items. 


The library can also furnish you with state records of 
the schools. For additional information of this nature 
the Superintendent of Education of the State is available. 
The Bureau of Education at Washington, D. C., is a mine 
of information on the general subject of schools and 
education. 

The information on libraries can be secured in printed 
form from the lbrary. 

If you want the facts relative to elub membership, 
which may be desirable for some propositions, the year 
book at the library will give you every club, the name 
of the president and vice president, also the number of 
members, and sometimes their names. 


Call into service the Chamber of Commerce for infor- 
mation you want relative to retail and wholesale dealers. 
Business directories such as Bradstreet and Dun and 
The Manufacturer’s Guide will aid you in the matter of 
industries. You can easily secure a copy of the latest 
telephone book or city directory of any town or city in 
your district. Some of the larger cities have classified 
telephone directories which are of particular value. The 
newspapers, banks, and public officials can give you 
much local information. 

With these facts gathered and classified you have 
vour district under your hand. You know what it repre- 
sents, its commercial and industrial activities, and the 
people with whom you have to deal. 
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SUGGESTIVE QUESTIONS 


Be sure you are right, then go ahead. There is no need 
of acting in a doubtful way when it is possible to be 
governed by definite well established facts. Influenced 
by uncertainties you can never sell with conviction. 


I. Territory as an Asset. 


1. In what sense is the territory the company’s prop- 
erty? If we are handling other people’s property 
what is required of us? 


2. The territory is the salesman’s opportunity in two 
respects. From what different angles do salesmen 
view the matter of being in business for them- 
selves? 


II. Country Territory. 


1. How do erops and products of a given belt deter- 
mine selling operations? What would not be dis- 
tributed in a cotton belt? 


2. If a farmer’s machinery and equipment were poor 
what appeal would the salesman make? How 
would he deal with the progressive farmer whose 
machinery is up-to-date? 

3. How would the buying habits of a district govern 
your selling procedure? 


III. Town and City Territory. 


1. What is the first thing to be done in handling 
your district? 


2. There are five classes of towns. One may be a 
simple commercial town. What are the others? 
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3. What class of towns would have a transient 
population? Which would be the more stable? 
What do these facts have to do with salesman- 
ship? 


4. How would you get a line on the retail dealers of 
your district to whom your product could be sold? 


5. What are some of the sources of information by 
which you can know your district? 





PRACTICAL TALKS SERIES 


CONCENTRATION 
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PRACTICAL TALKS SERIES 
CONCENTRATION 


Scattered energies come to rest nowhere— 
The butterfly covers a lot more space than 
does the bee, but he makes no honey. 


HE ability to center attention and effort upon a 
given object. 


Concentration is a quality of the will. 
If you have not much will, your power of concentra- 
tion will be weak. You can strengthen your will by 
cultivating concentration. 


The negative of this quality is diffuseness, disperseness, 
scatteration. 


Concentration is intensified attention. 


There are two classes of people in the world. One 
class is like the butterfly, the other like the bee. 


A bee stays by the flower until it gets the honey out 
of it; the butterfly flits from one object to another — 
always on the wing. 


The one means business. He works hard for a living. 
To succeed he must concentrate on that flower or clover. 
When he stops concentrating he stops working; when he 
stops working he stops living. His brother bees simply 
sting him to death. 


The country is full of human butterflies. 


You make a stab at doing business in a town. You call 
on two or three people and do nothing. You begin look- 
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ing at the town through smoked goggles. It does not 
look good to you. You hop on a train to the next town. 
It will be a surprising thing if you find you are not still 
wearing those goggles. 


We have had a get-rich-quick malady for some time. 
Some men flit from one thing to another. The malady 
is in their blood. 


Ask one man, ‘‘ What is the matter with your propo- 
sition?’’ He says, ‘‘ Well, the commission is fair, but the 
price is so high and it is so hard to sell I ean’t make big 
money, working six hours a day, talking my head off. 
I am going to get one of these low priced propositions 
and knock down four sales an hour.’’ 


Ask another man the same question and he says: 
‘‘Well, it is a low-priced proposition and the commission 
is very small. I can’t make a big killing. I have to talk 
just as hard to make a sale as if I was selling a much 
bigger thing paying a lot more commission. I am going 
to get a high-priced proposition; I will make just as 
many sales and a lot more money.”’ 


The get-rich-quick man is not willing to start at the 
bottom of a good thing and climb up. 


Ten years from now he will be doing the same thing 
poorer than ever. Twenty years from now he will be 
an ‘‘ad hunter.’’ 


If any of these men were to tell how many things they 
had ‘‘tried out’’ in the last five years no reliable house 
would take them on. 


One of the world’s greatest men and teachers said, 
“This one thing I do.’’ There is your text, stick to it. 
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The reason why many people never get anywhere is 
because they never stay anywhere or at anything. 


How do you deal with your problems? Do you stay 
by them until you think them through and find the 
solution ? 


Did it ever occur to you that you, and not the proposi- 
tion, might be the problem? Honestly, did you ever 
spend half as much time giving yourself blazes as you 
did the proposition and the house? 


Do you let other people do your thinking for you? 


If you were a postage stamp and were stuck to Oppor- 
tunity, how far would you earry it? What would be your 
destination? You know the indispensable quality of a 
postage stamp. 


The trouble with so many people is that they won’t 
“Spay put. 


It requires some mind to concentrate; anybody can 
Scanber: 


If it is difficult for you to concentrate on a given thing, 
heaven help you; this is a tough world for butterflies. 


SELF-QUIZ 


1. Do I realize that the territory is the company’s 
property and that I am responsible to the house for 
the way I handle it? 


2. Do I think of the territory as a great opportunity 
of developing my interests? 


3. Do I appreciate what it means to be in business for 
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myself, and that this requires me to act Nike a basi- 
hess man? 

De I take the ground that being my own bass I can 
please myself as to how much or how little work 
1 dot 

De I have an intelligent understanding af country 
eanditions af the territery that would be assigned 
met Deo I knew the relation between crops and 
ehimate f 

Deo I make clear to my prospect that obsolete equip 
ment rebs him of time and profits that he cannot 
atfard to lose? 

De I have the towns af my territery so well class. 
fied that I know the ise and importance af each? 
De I have my district s well listed that I know what 
are its commercial activities and industries? 

De I make it a point to cet a me on the people of 
&@ community through their public institatinns? 

De I know every place af basimess in my distrkt 
where I may sll my goads? 


SECTION II 


SELECTING YOUR TERRITORY 
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SECTION I 
SELECTING YOUR TERRITORY 


) 7HAT has been said in the preceding section sets 
before us the selling field covering all lines, staple 

and specialty. In that survey we covered the 

whole territory. Your field of activities will be in the 


country, in towns, and cities, while some lines of selling 
will include both city territory and country territory. 


With this view of the entire field before you we are 
now prepared to consider what is involved in the assign- 
ment of territory. At this point these questions will arise ; 
‘“‘Where am I going to work? What territory do I pre- 
fer? What territory will be assigned me? Will it be the 
territory in which I can do my best work?”’ 


The territory, with reference to assignment, must be 
clearly understood. It is possible for the salesman to 
make some serious errors in this regard, and for that 
reason you should follow carefully these instructions and 
suggestions. 


New Territory 


New territory is usually spoken of as ‘‘virgin terri- 
tory.’’? By that is meant territory in which the salesman’s 
particular proposition has never been sold. 


The entire country is virgin territory to any proposi- 
tion prior to its distribution. In many instances a large 
part of the country remains virgin territory for a con- 
siderable period after distribution begins. The house may 
not be able to organize more than a very limited section. 
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It may confine its operations to one or two states, owing 
perhaps to limited resources and inability to secure men 
to open up the various states. 


It is sometimes easier for a firm to solve its problems 
in the distribution of a new proposition by operating near 
home, within the state in which the house is located. 
It is thus in close touch with the men in the field. It is 
easy to bring them in or go to them. 


During this period it can experiment with selling 
methods to bring them to the highest point of efficiency. 
When these have been standardized, and general sales 
and distribution problems have been solved, it can then 
branch out into a larger field. 


Choice of Territory 


The average salesman will choose virgin territory if 
it is in a section of the country where he is willing to 
work. It is frequently the case that such territory in 
eonvenient localities is all occupied, and the unopened 
territory is some distance away or somewhat inconvenient 
to work. 


That problem is often solved by opening a branch office 
in the unoccupied territory which ean secure loeal men 
and thus save the necessity of sending men from a dis- 
tance. That office may have charge of three or four 
states. This process can be repeated in other sections 
until the entire country is under organization. 


Within these local organizations, for some time, there 
will be virgin territory. It may extend over a large part 
of several states, but as the work goes on the new terri- 
tory will be covered, and the proposition will find its 
way into all parts of the entire field, 
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It is an inducement to a salesman to accept a proposi- 
tion if he can choose a new unoccupied field in which to 
work. He will be showing the goods there for the first 
time so it it is a new thing to the dealers as well as to the 
consumers. 


He is not met with the statement, ‘‘I have seen that 
before; one of your people was this way with that same 
thing about three months ago.’’ He has the curiosity 
of the people to appeal to in paving the way for interest. 
If the prospect had been given a good presentation of 
the proposition by a former salesman he may easily recall 
the leading features. To that extent curiosity will not be 
aroused, and the salesman must adopt new selling tactics. 


For this reason the salesman will choose new territory, 
if it be available. To have this advantage, if the proposi- 
tion especially interests him, he may be willing to go 
some distance from home. He sees in such territory an 
opportunity that will compensate him for additional 
travel and extra effort. 


Many men have no special home ties and are willing 
to go almost anywhere for the sake of having virgin 
territory, if other conditions are favorable. A salesman 
may not wish to go into the southern states for the sum- 
mer, or north for the winter. His choice of territory may 
be in localities that are not to his liking. The two things 
are in conflict, and he must decide between them. 


This idea of new territory may have too strong a hold 
upon you. You place too much emphasis upon it. You 
may make a great mistake in allowing that item to 
influence you unduly and lead you to reject an excellent 
proposition. It is a bad way to begin. It might require 
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a lot of hunting on your part to find another that has 
virgin territory in the locality that suits you. 

There are advantages also in a_ territory that has 
already been worked, especially if the man who covered 
the territory used good salesmanship. The produet is now 
introduced and those who have bought and are satisfied 
have talked about it to their friends) A new erop of 
customers is waiting for the salesman to eall. 


The Competitor and the New Territory 


Territory may be virgin only in the sense that your 
particular proposition has not been sold there. If it is a 
strictly new thing that has no competition, and there is 
no other article of the same nature, then it is virgin in 
every sense. 


It is difficult to find that kind of a product. It does 
not take long for an enterprising firm to see that there 
is room for a similar thing having some improved fea- 
tures. It will soon be in your virgin territory giving you 
a run for your money. 


For example, your portable typewriter may be the only 
thing of the kind on the market. It is an attractive 
proposition. It is light, requires but little room, and does 
fine work. It ean be carried in a suitease from place to 
place without inconvenience. 


You have the whole field to yourself and are having 
a profitable time. It is a less expensive machine than the 
older types and an easy seller. You wake up some morn- 
ing to find a competitor alongside of you. Another firm 
has brought out a similar machine with an added im- 
provement. It is no longer virgin territory, as it has 
been, that is, territory unoccupied by any eompeting 
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product. It is now virgin only with reference to your 
proposition. 


In staple selling you may be introducing your goods 
in a particular section. Let us say that another house 
has occupied that locality and has been holding the 
trade. In other words, it has had no competition. 


You have changed the situation by bringing in a new 
product. It may have special qualities. It creates an 
interest, is given special advertising, and your competitor 
is shaken out of the sense of security into which he may 
have fallen. 


There are good reasons, however, why you would 
choose virgin territory. It has advantages. You are not 
turned down because the prospect is familiar with your 
product, had a chance to buy it and did not do so. You 
do not have to overcome the resistance that may have 
been created by the mistakes of the other salesman. 


It may be a prospect refused to buy because he was 
irritated by the methods employed. Presentation of the 
same proposition may recall the former salesman so 
vividly that he will turn you down for no fault of yours. 
This is one of the reasons why you will choose new 
territory so as not to be handicapped by such circum- 
stances. 


Territory That Has Been Worked 


Let us consider the territory into which your proposi- 
tion has been introduced. This may be the only kind of 
territory the house can assign you, or, in point of locality, 
you would choose. Perhaps the product has been on the 
market for some time and has been given a wide distri- 
bution. If you are handling a staple line, such territory 
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means an altogether different thing. In that case you are 
taking another man’s route, supplying regular customers, 
and at the same time getting new ones. 


How Much and When Worked 


The extent to which territory has been worked, as well 
as the time it has worked, is a practical question and 
will be raised by the salesman when assigned to such 
territory. 


If someone had worked this field but a short time 
before, unless the circumstances are very peculiar, a 
house would not send another man there until sufficient 
time had elapsed. It would not want a new man starting 
out on a proposition to encounter unnecessary obstacles 
that would at once arise. 


His prospective buyers would probably be those of his 
predecessor. They would most likely put him off with 
the statement that they were thoroughly familiar with 
the product and it would not be necessary to go over 
it again. 


1. Time Element Favorable. 


We will assume that it is many months sinee that field 
was worked. Possible buyers have had a good chance 
to forget about the proposition. Some would have only 
a dim recollection of having seen it, and it would be 
practically as good as new to them. 


Others would say, ‘‘I believe I looked over this some 
time ago. I recall some of these features.’’ The cireum- 
stances, however, have faded from memory to a great 
degree, and the proposition is almost as good as new to 
them. 
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Some prospects may remember it quite distinctly. They 
may have been interested at the time but for some reason 
were not able to purchase it. The circumstances now 
may be entirely different. 


Do not overlook the fact that your presentation of the 
proposition may be quite unlike that of the other sales- 
man. Your salesmanship may be superior to his, so that 
your way of stating the facts make them entirely new 
to the prospect. He no longer thinks of the former 
interview. 


Furthermore, since the time that this territory was first 
worked important changes may have taken place. The 
product may have been improved or the terms may not 
be the same. You say to the prospect who clearly recalls 
it, ‘‘It is the same proposition, Mr. Brown, and again it 
is quite different from the one you saw.’’ 


He is interested in knowing what the difference is, and 
as you point out the changes you make it a new proposi- 
.tion to him. He may recall that he would have been 
glad to purchase it before, and now the better thing and 
better terms intensify and enforce that desire. Added to 
this is the fact that you are presenting it from new 
angles; you may put new enthusiasm into it, and may 
make suggestions not made by the other salesman. 


Under these conditions the situation is practically as 
favorable as if the prospects had never been interviewed, 
and the influence of satisfied users will more than make 
up for the advantages of a virgin territory. 


2. The Number Seen and Sold. 
The field may have been quite thoroughly covered. 
You will want to know how long the former salesman 
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was in the place and how many sales he made. He may 
have skipped over the territory and secured but a few 
orders That means that the great majority of prospects 
are unsold, 


On the other hand, it may have been a very fruitful 
field. The people responded well and the business done 
was much above the average. Which of these two Situa- 
tiens would be most attractive te yout Would you prefer 
te sell in a well-worked town in which bat a few pres- 
pects were sold, or in a well-worked town that yiekled a 
large amount of business? 


In analyzing such situations several things must be 
taken inte account. You will ask your sales manager, 
‘What kind of a salesman worked the field in which few 
sales were madef’’ If he was an efficient salesman you 
may think of that town as “hard-boiled,” and may not 
want to risk failure. If his salesmanship was poor, and 
especially if he is no longer selling the proposition, yea 
will probably feel very differently about the feld. You 
will say it is a question of salesmanship. 


You will be interested in the well-worked territory that 
yielded good business. The service that the proposition 
has rendered those buyers is its best commendation. You 
have their names and you say, “If I could get a written 
statement from the most prominent af these customers, 
T ean make those who did not buy realize that they made 
a mistake in not doing so when they had the former 
opportunity. 


“Those who were not interviewed are new prospects. 
T ean show them these commendations and also the fall 
list of buyers. I oan get these two classes both ways. 
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The fact that good business has been secured there means 
there is good business still to get.’’ 

It may be that the town was not thoroughly worked. 
The salesman may have had a case of ‘‘cold feet’’ after 
several failures to close prospects. There may have been 
other reasons why the town was only one-third worked, 
or even less. There is nothing in that situation to bother 
any salesman who is not over-sensitive about being 
assigned such territory. 


Thus we see how the time element and the amount of 
work done in a place may determine the salesman’s choice 
of working a territory. 


Unsold Prospects 

There are two classes in a worked territory: those not 
interviewed and those who have been interviewed and 
not sold. For the sake of distinction we call them live 
prospects and doubtful prospects. 

1. Live Prospects. 

It is a rare thing that a territory is fully worked. 
Many prospects are overlooked. In getting leads the 
salesman is frequently influenced by the statement that 
he would be wasting his time to call on this one and that 
one. It has been repeatedly demonstrated that those very 
persons turned out to be the most responsive prospects, 
while those to whom the salesman was directed as being 
most promising in many instances would not consider the 
proposition and often would not look at it. 


Since the territory was first worked new lines of busi- 
ness have moved into the community, and other firms 
have changed hands. Many towns have been worked 
again and again with the same proposition and each time 
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with good results. Some of the cream was gathered the 
first time, more of it the next, still more of it the next; 
and even the skimmed milk is not to be ignored. 


2. Doubtful Prospects. 

By doubtful we mean those who were interviewed on 
a former occasion, but were not sold. The fact that they 
were not sold may be the only reason why they are con- 
sidered doubtful. They may prove to be anything but that 
when they are called upon the second time and interested 
to the point of buying. 


Some of these people have subsequently regretted pass- 
ing up the proposition. A salesman was selling a high 
class publication to professional people in the South. 
He was sent to a town that had been worked some time 
before. He came to a lawyer and opened up his pros- 
pectus. The latter recognized the work at once and said, 
‘‘You need not go any further. I know what that is and 
have been wanting to get it ever since I turned it down 
when your salesman was here some time ago. I have 
needed it many times and did not know where to get it 
as I did not have the name of the house.’’ 


Many such doubtful prospects are very live ones. There 
is one thing that will induce you to aecept assignment 
to such territory. It is the policy of some houses to have 
their salesmen make out a report of all persons inter- 
viewed and not sold. These are filed and placed in the 
hands of the next salesman to work that town. 


This report is made on a card prepared for that pur- 
pose. It gives the name, address, business, circumstances, 
reasons for not buying, and future prospects for a sale. 
These reports are so many leads to the man assigned to 
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that town. You adapt yourself to the circumstances. 
Your salesmanship is different. You know what stood in 
the way of closing them on the former occasion and can 
judge accordingly. If your prospect recalls the proposi- 
tion you know how to handle that fact. 


If no such reports have been furnished the house, you 
will work at a greater disadvantage. You do not know 
when you will meet this class of prospects and will know 
nothing about the conditions relative to the former 
interview. 


A house having its field operations well organized will 
see to it that its sales force furnish such reports, since 
its territory will be reworked, possibly several times. The 
salesman using these cards will return them to the house 
after indicating on the reverse side existing conditions 
and whether a sale was made. 


Many salesmen, instead of objecting to calling upon 
the doubtful prospects, prefer to do so. They make use 
of the fact that the prospects are familiar with the propo- 
sition. They assume that the sale was lost, not on account 
of the prospect, but because of poor salesmanship. 


It often happens that the prospect was not in a posi- 
tion to buy on the former occasion and now is able to 
do so. He is as much interested in the proposition under 
the new presentation as he was then, and perhaps more 
so. The salesman looks upon the former attempt to sell 
him as so much good missionary work. The first inter- 
view often succeeds in selling the prospect the idea so 
that later on he is ready to be sold the proposition. 
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Revisiting the Field 

You may have been the former salesman. You had a 
pleasant and prosperous time working that territory. 
You made many friends of people you did not sell. They 
feel kindly toward you and are glad to see you again. 


If you left things in a favorable condition, you may 
be the very best person to re-work that town. You know 
the conditions. The preliminary work in coming into 
the field does not have to be done. You can meet in a 
pleasant way the people you formerly sold. 


It will be much easier for you to get from them a 
word of commendation than it would be for another sales- 
man. They have had the use of your proposition, have 
verified its merits, and can speak for it in a favorable 
way which they could not have done when you sold 
them. 

We will assume that you have your reports of those 
whom you failed to sell. You will recall the cireum- 
stances and can handle them much more expertly than 
could another. It may be your proposition has been 
improved and the terms may be better. You have new 
talking points and ean tactfully call to mind certain 
appreciations the prospect expressed on the former call. 


There are many reasons why you ean re-work the field 
better than ean another. If you left the prospects with 
a kindly feeling toward you, it will give you a positive 
advantage. It is not necessary to introduce yourself to 
those you interviewed and did not sell. 


Similarity of Conditions 
The average salesman thinks of virgin territory as 
being altogether different from territory that has been 
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worked. He is inclined to feel the same way regarding 
certain nationalities. 


Why All Territory Is Alike 


You will hear some salesmen eternally discoursing on 
the manner in which communities widely differ. This 
town is a ‘‘peach’’ and that town is a ‘‘lemon.’’ Other 
salesmen do not seem to pay any attention to such differ- 
ences. 


Much of this diversity is in the imagination of the 
salesman. He has a good time in a certain community; 
it is a fine territory. He goes to another town which 
another salesman found to be a ‘‘peach.’’ He has an 
unpleasant time there and, consequently, gives the town 
a black eye. The other salesman goes into the town that 
was such ‘‘fine territory’’ and he has a ‘‘poor’’ time. 


It would be interesting to get these men together and 
hear them talk about these two towns. 


Human nature is about the same wherever you find it. 
Merchants’ and consumers’ needs are about the same. 
They are susceptible to the same influences. They are 
interested in much the same things. They are actuated 
by the same motives and are subject to the same appeals. 


In all places you will find some people in excellent 
circumstances who cannot be induced to spend a dollar 
on your proposition. All they have is money. You will 
find other people in the same community in limited cir- 
cumstances who will sacrifice other things to purchase 
the same proposition. 

There may be temporary conditions in a given place 
unfavorable to selling your line or article until a normal 
state of things has been restored. It must not be judged 
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by such circumstances. Unusual conditions or circum- 
stances should not be made the basis of a general con- 
clusion. It is not sound logic to reason in such a way. 


We have no hesitancy in saying that all territory is 
very much alike. The differences we find in people we 
find in all places. The problems are about the same. The 
various characteristics are represented. No one place 
has all the virtues and another place all the vices. 


Mistaken Notions 


One of the most common complaints that comes to firms 
from their salesmen is that the territory is abominable. 
They were not given a square deal. They were assigned to 
the worst town in the state. The people are unprogres- 
sive and ignorant. They do not know a good thing when 
they see it. You can’t pry them loose from a dollar. 


Another salesman sends in the same report. The house 
is partial. That man Smith is given the best towns, 
which fact explains his large business. If Smith were in 
this salesman’s town he would fall down just as he is 
doing. 


You have seen the picture of the two mules with a 
low fence between them, each with its head over the 
fenee eating from the other’s pasture. The mules are 
saying, ‘‘Your pasture is better than mine.”’ 


This is the way many salesmen feel about other sales- 
men’s territory. Such a man thinks it better because 
the other man is getting more orders. It never occurs to 
him that the difference may be in the salesman and not 
in the territories. There is no assurance that he would 
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have any better success in what he regards as the better 
field. The other salesman would do just as well in his 
field. 


The territory does not explain the difference in the 
volume of business. Get this fact firmly fixed in your 
mind. The explanation les in the difference between 
the salesmanship of the two salesmen. The efficient 
salesman does not spend his time and energy sending in 
such complaints. If his sales are light he looks for the 
reason in himself. He bucks up and goes to work. 


Work is the best prescription we know of for this dis- 
ease. Add to this another ingredient: stop moping, get 
into good humor. You are carrying your grouch into the 
interview and it is killing your sales. 


All things considered, your house can assign your ter- 
ritory better than you can choose it. It has its hand 
upon the whole field. It knows what has been done and 
what can be best done by you. Trust your house to treat 
you right. When you come to realize that all territories 
are practically alike, that they all have their problems, 
and that the people who live in them are very much 
alike, you will give less attention to the ‘‘where’’ of your 
work and spend your time on the ‘“‘how’’ of it. 


What has been said about territory applies to the indi- 
vidual town, a section of a state, a whole state, or a group 
of states. Whether we think of the territory as limited 
in area or as extensive, the general principles which have 
been laid down will apply with equal truth. Much that 
has been said will be more fully discussed in following 
sections. 
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SUGGESTIVE QUESTIONS 


Why should two men of equal native ability differ so 


greatly in the matter of success? Their native ability 
may be practically the same but not their acquired abil- 


ity. 


Why is this particular men more successful than he 


was some time ago? He has been doing some thinking. 
He knows the facts and principles of his work as for- 
merly he did not. 


I 
r. 


bo 


bo 


New Territory. 


What is the advantage of working virgin territory? 
Is there danger of carrying this choice of territory 
to an extreme? 


. How does competition alter territory in this regard 


even though your proposition is unlike any other 
proposition ? 


Territory That Has Been Worked. 


. In what way may a territory be quite different a 


year after it had been worked? 


. In what way may the proposition have been pre- 


sented by former salesman? 


. If the field was thoroughly covered by the first man 


would that be sufficient reason why it should not 
be re-worked? 


. What is meant by live prospects and doubtful pros- 


pects in territory that was worked? 


. Who should be the best man to re-work this field? 
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II. 


bo 


Similarity of Conditions. 


. In what three respects is it true that all territory 


is very much alike? 


. What class of salesmen complain most about the 


territory? 


. What effect does a disgruntled attitude to the ter- 


ritory have upon selling? 
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PRACTICAL TALKS SERIES 
DISCRIMINATION 


You may do enough thinking to run a big business 
and not have enough discrimination to handle a peanut 
stand. 


A man may be a whale of a scholar and not have judg- 
ment enough to know how to turn his brain to a prac- 
tical use. 


Discrimination keeps you from being a freak. The 
latter is all right for a circus, but no business man has 
yet been able to turn it into an asset. 


In the vestibule of a British Divinity School was a 
placard having this statement: ‘‘If you come here lack- 
ing religious sentiment we can help you; if your religious 
training has been faulty we may improve it; but if you 
are lacking in judgment or common sense we can do 
nothing for you.”’ 


Why was that prospect so favorably affected by your 
salesmanship? Because you were so well-balanced. You 
neither over-sold nor under-sold the proposition. 


Don’t try to be a ‘‘striking’’ salesman. They are like 
the angelic children of story books; they die before they 
mature. 


Why did not your friend Tom sell that eccentric pros- 
pect? He has a touch of the same disease. The inter- 
view was a side-show, a study in psycho-analysis. 


We all make mistakes in judgment. But there is this 
difference: the man of good judgment always discovers 
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it. Bovee states it much better: ‘‘A sound discretion is 
not so much indicated by never making a mistake, as by 
never repeating it.”’ 


The reason why a rubber is on the end of a pencil is 
because of the mistakes made by the other end. But it 
gets hard and useless if you do not use it. 


The people who never make a mistake never make any- 
thing else. 


When that business measure was proven to be a mis- 
take why did you use it again? Because, you say, the 
circumstances were different. But it was a mistake 
under any circumstances. 


The only test that many things need is that of sound 
judgment. If you do not have that you put the thing 
to work and suffer a loss. You learn by experience what 
your judgment should be capable of determining. 


The judgment of some people is so warped that it 
won't le straight whichever way you put it. It was not 
properly seasoned. You build it into a business structure 
and something is sure to bulge. 


Locke must have had such a thing in mind when he 
said, ‘‘He that judges without informing himself to the 
utmost that he is capable, cannot acquit himself of judg- 
ing amiss.”’ 


You may not always know what is the right thing to 
do, but if there is a way to find out and you ignore it, 
then your ignorance is no longer to blame. 


If you don’t know how to sell goods, that is bad; but 
if you don’t learn how, that is still worse. Yes, sheer 
foolishness. 


On 
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SELF-QUIZ 


. Do I insist upon having virgin territory if it is 


obtainable ? 


. Do IJ realize that territory is no longer new as soon 


aS my competitor enters it? 


. Do I have sufficient confidence in my ability and 


my proposition to take territory that has been 
worked? 


. Do I keep in mind the fact that in territory that 


has been worked there are many live prospects? 


. Do I realize that many so-called doubtful prospects 


are the most responsive and are easily sold? 


Do I leave a field in such a condition that I ean re- 
work it better than anyone else? 


. Do I realize that human nature, human needs and 


problems are very much alike and that one terri- 
tory does not differ greatly from another? 


Do I clearly understand that the trouble is not with 
the territory but with the way in which the sales- 
man does his work? 
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SECTION IIL 
KNOWING YOUR TERRITORY 


HIS system of instruction aims to set forth and 
analyze the various things the salesman must 
know. 


To begin with, he must know himself—his qnalities, de- 
fects, and capabilities. He must know the goods in order 
to sell them. He must know the selling process; how to 
conduct the sale and close the deal. He must know the 
territory, the existing conditions of the section he is work- 
ing. He must know the prospect, who he is, how to reach 
him, and how to sell him. 


The salesman must know the territory as he should 
know the goods and the selling method. Ile cannot oper- 
ate the territory until he knows what he is operating. 


It is not an uncommon thing for salesmen to go into 
sommunities and begin selling in a haphazard, hit or miss 
fashion. After a time they realize that they started in 
the wrong way and lost ground and sales which they never 
ean recover. If they had known their territory and what it 
comprised, the results would have been altogether different. 
Hence too much stress cannot be laid upon knowing the 
territory. 


KNOWLEDGE OF THE SECTION 


In the preceding sections we have indicated certain kinds 
of knowledge the salesman must have of his territory, both 
country and city. He must know crop conditions and 
other facts pertaining to the country. He must know the 
location and population of cities and towns and how to 
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reach them. All of these matters have been clearly set 
forth. 


You now extend your knowledge of your field. You must 
know it more minutely. There are particular facts with 
which you must be acquainted. 


Enterprises and Public Interests 


An enterprising town learns that it is the intention of 
a manufacturing concern located in another town to move 
to a more favorable locality. The business men of the rown 
get together. They realize the value of such a plant in 
bringing in a larger number of people who become the 
basis of a permanent growth and increase the business 
interests of the community. 


They prepare a statement indicating all the advantages 
their town ean offer such a plant if it will locate there, and 
in addition they agree to give a bonus of several thousand 
dollars, or the equivalent of that in the way of properties. 
If their offer is accepted it will be only a matter of a year 
or two before the whole business character of the town will 
be materially changed. 


The town may have other public interests that indicate 
its general character. It has a fine public park of which 
it is proud. It spends much money on its public library. 
Its schools, in point of physical equipment and educational 
methods, are up-to-date. Lecture courses stimulate the in- 
tellectual life of the town, and altogether the spirit of 
progressiveness dominates. 


Another town in your section may be quite the reverse. 
It cares nothing about a park; it has no public library; 
the school and church buildings are poor structures; the 
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business places are poorly kept up; in a word there is noth- 
ing energetic or progressive about the community. 


In handling certain propositions these conditions will 
indicate what needs the people have, to what appeals they 
will readily respond, and what wants must be created and 
satisfied by you. You must have definite knowledge of such 
facts to get maximum and satisfactory results. 


The People 


A community is Just what its people make it. They are 
reflected in their enterprises, institutions, and public in- 
terests. Their ideals are seen in the way they have pro- 
vided for the best things. Their standards are expressed 
in their public institutions and their homes. 


It is frequently the case that you come into a community 
that is in a transition state. It is passing from one cuu- 
dition to another. Public sentiment has been aroused by 
the papers. Improvement and progress are in the air. 


You could easily misjudge those people by deciding 
that the general appearance of their town is a correct 
index of their social backwardness. You have to learn 
that they are trying to improve these old conditions and 
are responsive to a new order of things. 


Before you begin your selling campaign you will want 
to get the ‘‘feel’’ of things, and to learn the business, 
social, and intellectual character of the place. As you 
go through the business section, you note its general ap- 
pearance and characteristics. Is business brisk, and do 
people step lively and seem prosperous and progressive, 
or do they seem to have other qualities? 


Walk through portions of the residential section and 
note the character of the homes. Do they indicate that 
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the people are in good circumstances? Have they an in- 
terest in modern architecture? Are the surroundings trim 
and well kept? Are the alleys a dumping place for refuse 
and rubbish? 


You are getting information that may mean much to you 
in sales. The ‘‘atmosphere’’ of the place is giving you 
certain well-defined impressions. With these in mind you 
will be far better prepared for your work than if you 
had commenced operations without knowing anything 
about your territory. 


KNOWLEDGE OF PROSPECTS 


You should proceed from general facts to particular 
facts. 


The better you understand the community in a general 
way the better prepared you will be for the problems you 
will find. If you are ignorant of your prospects you will 
approach them in a haphazard and ineffective way and 
make many mistakes. That is expensive business. Know- 
ing your prospects safeguards your interests. 


Actual Prospects 


The first thing to do is to distinguish between those who 
are and those who are not prospects for your proposition. 
If prospects are limited to a particular class it will be very 
evident that you will waste a lot of time if you eall upon 
people indiscriminately. 


In this respect the staple salesman has his work eut out 
for him. If he is selling hardware, he has nothing to do 
with a grocer or dry goods dealer. 


If the specialty salesman is selling the trade, the same 
thing is true; he knows what classes of business men would 
be interested in his proposition. If, however, he is selling 
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the consumer directly, he must know the class or classes 
that would be likely prospects. By making out his lst and 
climinating those who do not fall within his schedule he 
can save an immense amount of time. 


Your specialty may be designed for the professional 
classes and possibly one class in particular. Im either 
case your work is simplified. It is an easy matter to list 
them. 


If your proposition is salable only to people with chil- 
dren, you would be wasting time calling on homes where 
there are no children. If it has to do with school inter- 
ests, it will be worth your while to get the co-operation of 
school teachers; possibly you may succeed in securing the 
use of the school registers to get names and addresses of 
pupils. 

In the case of many propositions practically every one 
is a prospect. They are of such a general nature that 
an appeal can be made to all classes. 


If you are selling life insurance, every man and every 
woman is a prospect. A large number may already be 
insured by other companies, but there is the same oppor- 
tunity to sell them another policy as there is to sell the 
owner of a smaller or a cheaper car a Buick or a Packard. 


Tf a woman is a dressmaker she uses a sewing machine. 
You may be selling a motor driven machine or some attach- 
ment that is a great improvement. Your prospects in such 
a case will be people who do not have up-to-date machines 
as well as those who do not own any kind of sewing ma- 
chine. 

A radio salesman will find dealers in various lines, either 
prospects for, or handling such supplies. Also, prospects 
in the great majority of homes, since there are still many 
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homes without radio equipment, and many others where 
a better installation or improved instruments or devices 
are desired. 


In any case, it is important that you know who are your 
prospects, as far as that is possible, and thus save yourself 
an unnecessary waste of time and energy. 


Contact with Prospects 


How to reach the prospects is now the problem before 
us. There are various ways of getting in touch with your 
customers. 


Through the Mail 


The house, by direct mail advertising, gets the attention 
of that part of the buying public likely to be interested in 
its products. 


It may do this by means of a mailing list, or by general 
advertising. Interest is aroused to the degree that pros- 
peets send in an inquiry concerning the proposition. 


A return postal card is enclosed with the letter to which 
the prospect signs his name and address and mails it to 
the house. If an ‘‘ad’’ has interested him he sends in the 
coupon that is usually attached. 


In either case, this is a lead, and in the case of houses 
employing salesmen, the information sent to him is to the 
effect that a representative of the house will call upon him 
and give him the facts in a more satisfactory way than can 
be done through the mail. 


These leads are now placed in the hands of the salesman 
who ealls upon these inquirers. They are expecting him, 
as the letter of the house has paved the way for the call. 
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It is a simple matter for the salesman to meet this class 
of prospects as he has been partially introduced in advance. 


The house is careful in replying to the inquiry not to 
say too much about the proposition, as such information 
would satisfy the curiosity of the prospect to the extent 
that the salesman cannot interest him sufficiently to make 
a sale. 

The letter should give him none of the essential facts, 
but by a skillful form of statement it should increase the 
prospect’s desire to get the facts from the salesman. 


This is one way of reaching the prospect, and it is a 
prolific source of leads. Having the way thus opened for 
him the salesman finds it easy to make an effective ap- 
proach. 


Lists of Prospects 


Reaching the prospect is a different problem when the 
responsibility of doing so rests upon the salesman. He 
is sometimes in a quandary to know how to find his pros- 
pective customers. He may not be familiar with the lists 
upon which he can draw for this purpose or the sources of 
reliable information. The following is a brief outline of 
the sources available to you and which you ean use to 
advantage for this purpose. 

1. Guide Books, Directories, Commercial Reports. 

These include Dun’s and Bradstreet’s Commercial Re- 
ports, Dealers’ and Manufacturers’ Guides. Here you will 
find listed the various concerns from which a selection ean 
be made according to what is wanted. The house may be 
supplied with these, and if not, they can usually be found 
at the public library, the Chamber of Commerce, and other 
similar institutions. 
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2. Lists from Direct by Mail Houses. 


Some houses make a business of supplying lists to com- 
mercial organizations. These lists have been carefully 
gathered and are reliable and up-to-date. They are often 
used by houses for direct mail advertising, but are equally 
useful to the salesman. They can be purchased at a reason- 
able price per thousand. 


8. Lists from Public Officials. 


You may want, for example, a list of marriage licenses 
extending over the period of a year. That can be fur- 
nished by the office of the county clerk. In lke manner 
lists of various kinds in the hands of pubhe officials can 
be secured. 


4, Lists from Societies and Fraternal Organizations. 


These can be obtained from the officials of these organiza- 
tions. It may be the Masons or Elks in which you are 
interested. It may be one or several of the various labor 
unions. 


5. Consumers’ and Customers’ Recommendations. 


This is one of the best sources of leads. Your satisfied 
customer can do more for you than can anyone else. He 
can direct you to other prospects and will sometimes open 
up a whole field of prospects. His recommendation will 
furnish you an easy approach. 


Organizing Daily Calls 

Having found the prospect, the next thing is to get in 
touch with him in a systematic manner. In many in- 
stances you will go to him directly in person. In the great 
majority of eases that is the manner in which the salesman 
connects with the prospect. 
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Sometimes advance-cards and letters are sent to him 
arranging for an appointment. These will indicate that 
the salesman would like to call upon him at a time which 
he specifies. The deal may be one of considerable im- 
portance and magnitude. Big business is transacted in this 
manner. 


Telephoning for appointment has already been discussed 
jn a previous section. It is a method quite largely used by 
salesmen. If you can in the morning secure appointments 
for every hour of the day, you have a definite program 
before you and can be reasonably sure of that many in- 
terviews. Again, having made the appointment you have 
forestalled the difficulties that often attend the meeting 
of the prospect. 


Another method is that of getting the prospect to call 
at your hotel or office. This method is employed to splen- 
did advantage by many salesmen. It imparts a certain 
dignity to the proposition. It is a way of doing business 
that appeals to a certain class of men. You ean treat 
a man somewhat differently in your hotel than you can 
in his office. You are free from interruptions, and all of 
the circumstances are favorable for the best impression. 
furthermore there is a psychological advantage in having 
the prospect come to your office. 


Winning Old Customers 


To win back old customers who have been buying else- 
where is the opportunity of the staple salesman. Customers 
may have been lost to the house prior to the time you 
were assigned this territory. This may have been the 
fault of the former salesman or due to some misunder- 
standing with the house. Again, it may have been through 
the good salemanship of the competing salesman. 


NU Keowing Your T : 
Whatever it may de. get the facts im the can Make 
che acquaintance of the bayer and Deceme a genial frend, 
This will pare the way for a seccessful Dasiaess appranc’ 
If you come to hima as a stranger With some suck Stakes 
as “Mr, Brown, eur house regtess very muck Recag FeRr 
patronage, and we woukd Like f renew busines relates,” 
he May treat yea as a Stranger and Rell yeu be oS CER 
satiGed with the howe with whkh be & &aoe 


Tt is wet seffeient Smply to hmow the citeaestaness) 
yor must Know bee and that as inthmately as pose. Tf 
your house has pat ext 2 Rew pradeet Sauce these ralations 
were broken af, it will be much caver fer yea & reaew 
business relations om this basis It may be the enterene 
of the wedge. and the rest will de easter 


If i was em your account that be ceased f patronee 
yout hous, make the RECOSATY COREE Re mere than 
fairn—be generous Let bim know bow yer aad your bows 
feel toward him, and that too im a way that will mett any 
see that may have formed as the result of the misander 
stanniing. 

Te smceeed im this may be a far greater victory for yor 
than to get half a degen new customers It will be & belp 
ful experiemee. It is sometimes matural for the canly 
rattled salesman te =y to the customer ander sack cf 
camstamees, “If yor prefer to deal elsewhere, Mr. Sth, 
that is your privilere: we will met be forced eat of base 
mess by Ising you patromaee.”” 


When trade has been Ist throwzh the weed lovman. 
ship ef the other hous, it & up t% yee to be est as aiokent 
& salewman as your competitar. Krew the fiets and the 
man. and ge te work on Wim im a tactiel mameer, Wie 
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him over by your superior salesmanship; he is not per- 
manently mortgaged to another house. 


Securing New Customers 


An essential part of your duties is the gaining of new 
customers. Your efficiency will be judged in the measure in 
which you extend the business of your house. This is 
something more than order taking. Here is a salesman 
who has worked a route for an extended period. He has 
been satisfied to hold his trade and has never won a new 
customer. He is simply an order taker. 


That will not satisfy the ambitious salesman. He looks 
upon that as breaking even, not getting ahead. He invades 
the other man’s territory, storms the outworks, and breaks 
in. He puts his wits to work. 


If you are this last mentioned type of salesman, the 
first thing to do is to get acquainted with the prospect. 
Make yourself agreeable to him and gain his confidence. 
3e the kind of man with whom he would like to do busi- 
ness. He must know you as a man as well as a salesman, 
just as you should know him as a friend as well as a cus- 
tomer. You should know something about his business. 
There is some way in which you can serve his interests and 
be valuable to him. Find out what it is and then profit 
by it. 


THis window may be in need of a better display. He 
has too many different things in it, or they are not properly 
displayed or arranged. He does not understand the 
psychology of having his window convey a definite and 
unified impression. Render him that service. It is infin- 
itely better to get into that business through the window 
than through the door. And it is infinitely better to get 
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at that customer through friendship than through a busi- 
ness card. It is a much more difficult thing to throw the 
friendly, helpful salesman into the waste basket than the 
business ecard with a proposition attached to it. 


To know your territory you must know the people in it. 
You do not know the possible customer until he knows you 
in some other way than as a salesman. 


Specialty Prospects 


In handling many propositions the specialty salesman 
will sell the prospect only once. As a rule, he works a 
community but once. If he worked it a second time, to 
sell a customer twice would necessitate handling another 
proposition. 


The better he knows the prospect the greater likelihood 
of selling him. Having learned who are his prospects, the 
next thing to do is to get particular information about 
them. You find that some of your prospects are the most 
prominent business people in the community. To sell them 
may have much to do with the business you do in that 
town. 


It makes no difference what the proposition is. You 
may be an automobile salesman, a hfe insurance, or a stock 
and bond salesman. If the proposition is such that people 
would give it a very rigid examination before buying, then 
the prominence and business or social position of the buyer 
will influence subsequent sales. 


This buyer, however, is often doubtful about your prop- 
osition. If you come to him as a total stranger, you will 
be treated as such. If you have come to know him, have 
lined up with his hobby or special interests, then in pre- 
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senting your proposition you will not be treated as a 
stranger. 


On the other hand, the relation between you is not that 
of an old friend. Most salesmen do not like to sell their 
friends. You can maintain your footing as a business man 
in selling a man with whom you have formed an agreeable 
acquaintance. He knows you well enough to feel kindly 
toward you and to have confidence in you. 


A large stock company in this country sells the major 
part of its stock by a unique but effective method. John 
Smith buys the stock. He is enthusiastic about the propo- 
sition. He tells his friends, Jones, Brown, Black, Murray, 
and many others about it. They are interested because 
they know Smith and have confidence in him. They do 
not know that he has any financial interest in advising 
them to buy. 


Each of these men have their special friends who in 
turn are sold. The process becomes an endless chain. In 
many instances Smith takes the salesman to a friend, intro- 
duces him, and gives his opinion of the proposition. There 
may be no money in it for him. He does not expect any 
eommission. He wants to see the stock sold so as to bring 
the enterprise to the productive stage so he will get his 
dividends or be able to sell his stock at a higher figure. 


You will do the same thing in selling insurance, that is, 
you not only want to know the prospect, but you want 
him to know you. It is the latter fact that is so often 
overlooked. We may lay so much stress upon knowing the 
prospect that we do not give the proper attention to the 
equally important matter of the prospect knowing the 
salesman. 
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Possibilities of the Territory 


Here is a territory to which you have been assigned that 
offers you, let us say, a thousand prospects. Your proposi- 
tion pays you a commission of $15.00. You will not sell 
all of your prospects; no salesman ever did. You average 
35 interviews a week or about 140 a month. You have 
seven months’ work in that territory. Before that time 
expires you will sell many of those who at first turned 
down your proposition. You sell 40 per cent of your pros- 
pects and realize $6,000. 


There are possibilities in that field, if you will lay a 
sound foundation, sell wisely, and stick to it. Any num- 
ber of salesmen have assigned to them just such a field. 
They skim a little of the cream, spend about two months 
there, call the territory ‘‘worked,’’ get restless and leave. 


Learn to stick. Start in with a view to staying. Stop 
burning up territory. Forget there is another place in 
the country until you have squeezed the last sale out of 
your territory. Settle down, work your territory until you 
have done a clean and thorough job. 


Do not start off like a skyrocket. Get in touch with 
every individual or agency that can help you in your work. 
Lay a foundation broad and strong enough to sustain your 
operations for months. 


The amount of waste in salesmanship is appalling. You 
have taken your prospect through the selling process. He 
says he will have to pass it up. You get discouraged and 
say to yourself, ‘‘Oh, well, I can’t sell every one. I have 
a lot more prospects. No use wasting time here trying to 
get this man to buy. Give another fellow the chance and 
hope for better luck.’’ 
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That is the way waste accumulates. Stay by the selling 
of that prospect as if there were not another in the place 
and everything depended upon that sale. Leaving him in 
that way trains you to leave the next one in the same 
unbusinesslike manner. All you are doing is developing 
the ability to waste territory. 

Estimate the possibilities of your territory. Outline a 
program that will hold you there until you have finished 
the job. It is as good as any other place, so why leave it. 
It is a challenge to your staying powers. Your house is 
watching to see if the job is too big for you, or if you are 
master of the situation. 


KNOWLEDGE OF CONDITIONS 


Conditions are not likely to be the same in all places at 
the same time. How you will work the field will depend 
upon your understanding of existing conditions. They 
may differ greatly from those of the last place you worked. 
They may not seem to be as good. The opportunity may 
be just as favorable, however, if you will only adjust your- 
self to the new circumstances. 


Normal Conditions 


In every community there are those who will tell you 
that the times are bad, money is tight, and business is 
slow. You look around a little and fail to see any special 
evidence of that. Everyone is employed, the ‘‘movies”’ 
are full, and a string of people is outside trying to get 
in. The people do not seem to be denying themselves any- 
thing; they are well dressed and look prosperous. 


As a matter of fact, normal conditions prevail. There 
is neither a boom nor a slump. One of the best ways to 
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judge conditions is to talk with the bankers. They can 
tell you how things are, for they are in the best position 
to know. 


Are there only a few in the community making money 
while the rank and file are having a hard time trying 
to make ends meet? 


Your territory may be in a favorable, prosperous con- 
dition, or it may be in a state of depression—a slump. 
It may be experiencing a temporary boom, or it may be 
changing from one of these states to another. The boom 
may be settling down from a high point to normal, or it 
may be rising from a point of depression to a normal 
condition 


By normal conditions we mean absence of the two states 
of business depression and inflation, or boom. A normal 
condition is the best. It is steady and therefore safe. If 
that is the state of things in which you find your territory, 
you should feel very well satisfied. It enables you to figure 
closely. Under these conditions safe and sane business 
methods prevail. An inflated state is an unsettled state, 
as 1s also a depressed state, though in a different way. 


Unusual Conditions 


We have already, in a general way, indicated the form 
unusual conditions may take. The community may be 
riding a boom wave, or be in the trough of the sea fearful 
of being swamped. 


You learn, for example, that in a section of your terri- 
tory that you thought of working a big strike is under 
way. Industries are closed down; both sides are holding 
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out. Production has ceased, and the employers are losing 
profits. The employees are out of work and out of funds. 


No one knows how long this condition may continue. 
Money is scarce and is spent only for necessities. Every 
line of business suffers. Some may move away to find 
employment elsewhere. The situation may be so serious 
that the effects of it will be felt for some time after things 
have been adjusted. 


Your proposition may be of such a nature that a large 
number of the people most affected by the strike will not 
or cannot purchase at this time, and as a result business 
would be slow. A good volume of sales would be impos- 
sible at this time, although under normal conditions you 
would do a good business. 


The wise salesman will not stumble into a town not know- 
ing where he is going. It is not necessary. There is no 
sense in knowingly dropping into a nest of problems. 
There are other sections of his territory in which business 
is normal. 


Imagine a stock salesman reasoning with himself after 
this fashion: ‘‘That strike will serve my ends. Those 
workmen have nothing but their weekly wage and most 
of them live up to the limit of their income. If they had 
previously invested money in good stock they would be get- 
ting dividends and would not be absolutely dependent 
upon their wages. This is a good time to drive the truth 
of my proposition home, for they will see it now as they 
would not if things were normal.”’ 


It may be that many of these men would be impressed, 
but they would say, ‘‘Your proposition may be all right 
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and it may be just as you say, but you have struck the 
worst kind of a snag, for we have no money to invest. 
Come back when the strike is over and we are on our 
feet.’’ 


This is a local situation and must be treated as such. 
If the whole country were having a period of ‘‘hard 
times,’’ you would be in an entirely different position. 
You could not then get away from unfavorable conditions, 
but you could equip yourself to make the most of them. 


Fear of Conditions 


A salesman comes into a territory and finds things some- 
what stirred up. Normal conditions have been disturbed; 
a sort of fight is on between factions. The peace of the 
section has been broken and there is much bickering. 


This salesman is very sensitive to such things. They 
get on his nerves. If things are not just right he cannot 
do good work. He cannot ignore them auaeey, and they 
really disturb him. 


The fact is, he is afraid of such things. He remains in 
the territory but a short time and decides it is no place 
for him and that under these conditions he will be wast- 
ing his time, so he had better move on. 


In other words, he is eternally on the lookout for exactly 
favorable conditions. His letter to the house will mag- 
nify this state of things. He is justifying his getting out 
until matters have quieted down. 

If the next place is serene and peaceful he writes his 
house that it is so dead and self-satisfied that he cannot 
arouse any interest. Or one of his towns had a big fire and 
the people were thrown into a panic. Or a street fair had 
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come to another town and the people were taken up with 
that. 


Allow yourself to be influenced by these things, and you 
might as well give up selling. No territory is made to 
order. The type of salesman who is so influenced is for- 
ever mastered by circumstances; another man masters 
circumstances and compels them to serve his interests. 


If the way is not ‘‘open,’’ then open it. If there are 
obstacles, shove them aside. You will never do much with 
a thing as long as you are afraid. There are some obstacles 
you cannot avoid. You must either surmount them or be 
defeated in your efforts. 


Thus we see the three respects in which the salesman 
must know his territory. He must be thoroughly familiar 
with it geographically, and be well-informed as to its 
enterprises and public interests. He must know who are 
his prospects and how to reach them, and have such par- 
ticular knowledge as will enable him to sell them. He 
must know the conditions and be prepared to handle them. 


SUGGESTIVE QUESTIONS 


‘‘Can you make the grade? You are pulling a heavy 
load.’’ The engineer replied, ‘‘There is enough steam 
here to overcome every particle of resistance.’’ When you 
find yourself slipping turn on the sand of determination 
and get a grip on the rails; turn on the steam of a new 
enthusiasm and you will make the grade. 


I. Knowledge of the Section. 


1. How would you judge a town by its public interests? 
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. How would you reach certain conclusions regarding 


the people of a community before you met them? 


Knowledge of Prospects. 


a proposition? State a proposition in which every 
one is practically a prospect. 


. How are prospects secured through the mail? 


. State the five ways in which lists of prospects may 


be secured. 


. How would you, a stranger, win back an old customer 


for your house? 


. What service may you render that would secure a 


new eustomer ? 


. Knowledge of Conditions. 
. When are the conditions of a territory normal? 


. Would you go to a town in which a big strike was 


in progress? 


. Deseribe the salesman who is afraid of eonditions? 


PRACTICAL TALKS SERIES 


OPTIMISM 
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PRACTICAL TALKS SERIES 
OPTIMISM 


On general principles, you prefer a bright day to a 
dark, cloudy one. But the cloudy days do come regard- 
less of your preferences. But they bring the needed rain, 
you say, and are a blessing. 


Oh, that’s it. It is all in the way you look at it. The 
rain spoiled the picnic but it was great stuff for the crops 
and the dusty roads. 


A man is not a pessimist, a calamity howler, who has 
sense enough to see and admit that there is a lot of ugli- 
ness and downright badness in the world, or to accept the 
evidence it is on the increase, if such be true. 


A man is not an optimist who closes his eyes to the 
moral filth and disease to be found in every community, 
or business stagnation that is paralyzing prosperity. That 
is not optimism, it is mere silliness. 

The real pessimist sees only the evil; the real optimist 
sees what good there is and its ultimate triumph. 


The day is so dark, says the pessimist, that there might 
as well be no sun at all. Oh, no, says the optimist, it would 
be still darker if there was no sun, and you will be glad he 
is there when the clouds break, and they always break 
sooner or later. 


‘‘That is a magnificent field of wheat you have there,’’ 
said aman to afarmer. ‘‘Oh, yes,’’ said the farmer, ‘‘but 
it is awfully hard on the soil.’’ 
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Your prospect is in the dumps. That is bad for you, 
but it will be a lot worse if you contract the disease. 


Some people are always exposed to prevailing condi- 
tions. If there is an epidemic of diphtheria they had 
better take a shot of anti-toxin. If times are bad they are 
sure to have a ease of distemper. If times are prosperous, 
they are on the wave. 


Genuine optimism is not a mood. Get this straight. It 
is a permanent attitude of mind. 


A fellow, in a state of jubilation says, ‘‘I’m an opti- 
mist.’’ ‘‘Why do you think so?’’ ‘‘Because I’m so buoy- 
ant.’’ So isa balloon; but just pick it and let the gas out. 


The optimist is ruled by a great faith though the clouds 
are hanging low. As Thomson says, ‘‘From seeming ev:l 
still educing good.’’ 


The difference between him and the pessimist is the dif- 
ference between hope and hopelessness. Hope keeps him 
aloft above the wreck of things. Out of the ashes he sees 
a new order forming. 

‘Where there is no hope there is no endeayor,’’ said 


Samuel Johnson. How could there be? You ean’t throw 
yourself over a fence by holding on to your bootstraps. 


The cemetery does not hold all the dead things there 
are. The world is full of living corpses. Hope has ceased 
to exist and endeavor is paralyzed. 


Why are you working like a beaver radiant as the sun? 
Your sky is full of hope—home, children, happiness, suc- 
cess, prosperity. But just blot the sun out of your sky 
and ‘‘The setting of a great hope is like the setting of the 
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sun. The brightness of your life is gone,’’ as Longfellow 
stated it. 

We strike a salesman occasionally who is a perfect busi- 
ness barometer. He registers all the changes in the com- 
mercial atmosphere from ‘“‘fair’’ to ‘“‘thunder storm.’’ 
When he smiles he sells, when he frowns he fails. 


Your sales will have a good average in the measure in 
which your optimism is a permanent attitude of mind. 
You can’t rise and fall with all the conditions about you 
and maintain anything like a steady business. 


You can radiate that optimism of yours so that the 
‘‘blue’’ customer will actually think he can crack a joke 
without breaking the Ten Commandments. 


Optimism broadens the face, pessimism lengthens it. 
To the latter a present good is deceptive because ‘‘it won’t 
Jast.’’ 


‘How are you feeling today, Aunt Betsy?’’ ‘“‘I am 
feeling better today, but I always feel worse when I feel 
better because I just know I am going to feel worse 
again.’’ 


Are you hopeful? ‘‘Yes,’’ you say, ‘‘but I have no 
right to be.’? Then you are not hopeful. The only per- 
son you are fooling by that expression is yourself. 


Optimism can change conditions, but conditions cannot 
change a genuine optimist. Optimism does not keep you 
from tough experiences and hard work, but you are work- 
ing for an end in which you firmly believe. The great 
business structure of the world was reared by optimists, 
not by men who were mere commercial barometers and 
pessimists. 
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Your surroundings are too cramped, man, you are liy- 


ing in the smoke of the valley, your vision is narrowed to 
the things that have given you the jim jams. Get out into 
the wide spaces for a while. Climb the mountain peaks and 
get a view of the immensity of things. It will lift your 
soul into the heights of a great reality, a great faith, a 
great hope and yearning and a glorious endeavor. 


— 


Dn 


SELF-QUIZ 


Do I understand that it is just as necessary for the 
salesman to know his territory as to know his propo- 
sition ? 


Do I observe carefully the public interests of a com- 
munity as representing the characteristics of its peo- 
ple? 

Do I eliminate from my list all persons that are not 
actual prospects and thereby save time and effort? 
Do I know what are the channels through which I 
ean secure the lists of prospects? 

Do I use tactfulness in forming friendly relations with 
an old customer so as to win back his patronage? 
Do I content myself with serving old customers en- 
tirely, or do I use every opportunity of securing new 
ones and thus increase the distribution of the goods? 
Do I realize the possibilities of my territory, and do 
I intend to stick by it until I have secured all the 
business it contains? 


Do I make it a point to work only those places that 
are in a normal condition? 


10. 
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Do I exercise such good judgment that I know when 
it is not wise to work a town and when the conditions 
are most unusual ? 


Do I keep myself under such mental training that 
peculiar conditions do not frighten me? 
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SECTION IV 
WORKING YOUR TERRITORY 


E ARE following a systematic and logical plan. 

V \ The territory must be assigned before it can be 
analyzed; it must be known and cultivated before 

it can be operated. In dealing with other subjects we 


have, to a certain extent, considered the matter of operating 
the territory. 


We are now at the point where the salesman is ready 
to go into the field. We are going to discuss items of 
practical importance. This part of the instruction will 
be of special service to those who are beginning their sell- 
ing career. 


Time and expense can be saved by knowing beforehand 
certain important facts and methods. These things might 
come to one in the course of his work, but it is quicker, 
less costly, and better in every way to learn them through 
systematic instruction than in the hard, slow school of 
experience. 


DIVISION OF THE TERRITORY 


Amount of Territory 


When a house has a large amount of open territory it 
is hable to make the mistake of assigning too much to one 
person. This happens when the proposition is new and 
the whole country is virgin territory. 


This might be a very wasteful policy. The house is 
anxious to get the field under organization and give the 
proposition a wide distribution. It holds out strong in- 
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ducements to salesmen in the form of territorial manage- 
ment. It paints an alluring picture of a sales force of 
twenty-five or fifty men, an average number of sales per 
man, an aggregate of so many sales per week, the man- 
ager’s commission on each sale, and makes him imagine 
himself a business magnate in about one year. 


In the majority of instances one-half of a state would 
be a large amount of territory for a territorial manager 
to control. That will keep a good force at work for a 
long time. It is necessary for a manager to keep his hand 
on every locality, and from time to time he must be with 
his men in the field. 


He may begin operations with a crew of eight or ten 
people and be with them as they work the larger cities. 
He is thus on the ground guiding them and organizing 
the territory. When the larger cities have been covered he 
assigns each one individual territory. In this way the 
smaller cities can be worked to advantage. 


This is safer than giving a man such a large area to 
manage that he cannot do it justice. In trying to spread 
himself over so much space he is almost certain to over- 
look or neglect something of importance. 


In some instances a new firm, bringing out a new propo- 
sition, and knowing little about field organization, will 
give a live man as much as two or three states. He may 
have had little or no experience in that kind of manage- 
ment. Ina short time the firm will see the lack of wisdom 
in this method and will follow a more conservative and 
sensible policy. 
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Need of System 

Careful planning and systematizing are necessary for 
both limited and extended territory. It is especially true, 
however, if a manager is in charge of a large field. The 
salesman may be assigned several counties for his own 
individual selling. In covering these thoroughly he must 
use an adequate system of operation. 


What is meant by system? Does it require that the 
salesman take the first town, work it thoroughly and then 
go on to the next, and proceed in this consecutive manner 
until he has covered the entire territory? Not necessarily. 
There would be a certain orderliness about that method, 
although it might not be the most effective system to use. 


System in Specialty Selling 


The salesman selling ‘‘direct to consumer’’ in a town or 
city might follow a similar plan by taking a street and 
calling on every home on the street, and then proceed in 
the same way with another. 


This may or may not be a good system, depending on the 
circumstances. The point is, that mere consecutiveness 
of that kind is not necessarily a good system from the 
point of view of results. What is meant by systematic 
selling is a well-defined plan that will secure the largest 
possible results and eliminate all unnecessary waste. 


In handling several counties, a good system might 
require you to pass through several towns and start oper- 
ations at the county seat. You are building up a business 
and you should begin by laying a good foundation. This 
might, best be done by getting certain county officials or 
prominent business men as your patrons. You want the 
prestige of these sales. The county seat may be, and often 
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is, the most important town in the county. How to use 
system in working this particular town will be taken up 
in another division of the subject. 


You are operating the county seat town as a starting 
point for the entire county and as an added influence in 
working the next county seat. Selling this town properly 
will be more effective in selling other towns than anything 
else you could do. 


If you were selling an educational proposition, system 
might require that you start with a high school or college 
center. It may be the best prestige you can secure. The 
county seat, in that case, may have no more important 
place in your plan than other towns of the county. 


This is what we mean by system, as applied to extended 
territory. It may require you to jump around from one 
place to another until you have reached the point in oper- 
ating the plan where you can take the towns as they 
come. 


Let us say that you worked the plan systematically up 
to that point, and then, instead of taking the rest of the 
towns in their order, you are working them in a haphazard 
way. You have now become very unsystematic. You are 
wasting both time and money. 


Governed by Conditions 


We have already spoken of those unusual local cireum- 
stances that may keep a salesman out of a town until things 
become normal, such as a strike or an epidemic that affects 
the entire community. That may happen in your territory 
when you are operating a considerable area and disturb 
your plan to a certain extent. It might be very desirable 
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that you work that town at a particular time. It might 
be the county seat and you need the prestige it would give 
you. Have in mind all the facts, circumstances, and con- 
ditions and be guided by them. It may be wise to work 
the town to the best possible advantage under the circum- 
stances, or it may be advisable to postpone your operations 
until a more favorable time. You may have to adopt a 
new system, but be sure to have it adequate to meet the 
requirements of the territory. 


Dividing a Community 


We have taken a general view of the territory and have 
considered the problems involved in the division of an 
extended territory. Now we come to the particular com- 
munity where the actual work is done. How the city is 
to be divided, and what method of procedure you will fol- 
low will depend upon the nature of the proposition. 


The staple salesman follows a regular order of work, 
so that selling goods and getting new customers is a simple 
matter, so far as system is concerned. If you are selling 
a specialty to a particular class, such as professional peo- 
ple, your plan of action is at once suggested. You will 
determine the method that will best suit your purpose and 
get the best results. If you begin your work in a partic- 
wlar place by calling on lawyers, teachers, or preachers, it 
would ordinarily be best to sell them in the order of their 
professional or social position. The ‘‘lesser lights’’ would 
then be influenced by the action of the leaders and fall 


into line. 
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Everyone a Prospect 


Let us say your proposition is of such a nature that 
practically everyone is a prospect. That would be true 
of many kinds of propositions. 


If you were selling life insurance there would be the 
same general reasons why the professional and the com- 
mercial man should be insured. Men engaged in work 
that carries more or less risk, such as railroad men or those 
working about machinery, would be good prospects. All 
classes of men with families dependent upon them should 
be insured, and there are excellent reasons why every 
single man should take out a policy. 


The situation would be similar if you were handling a 
good stock proposition. The appeals would vary in han- 
dling different classes, but they would all be prospects. 
In selling such a proposition you would want to head 
your list of buyers with those men who have a business 
standing in the community. It means more to the average 
person to know that you sold a shrewd banker or lawyer 
than to know that you sold a school teacher or preacher. 
The reason for this is plain. 


If you are selling a refrigerator, a washing machine, or 
a vacuum cleaner, practically every well-to-do home is a 
prospect. In handling such products and service in which 
the rank and file of the people could be interested, the 
division of the territory is an important matter. 


In selling some things directly to the consumer you 
should take the people as they come, block by block. This 
street is as good as the next one, and it is simply a matter 
of working them all to the best advantage in point of 
time and effort. 
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You should know the names of your prospects, and the 
telephone book, tax list, or city directory will serve your 
needs. You will also reason that persons who cannot afford 
a telephone would not be likely prospects. You classify 
names according to locality to give you a working system 
for such a proposition. 


In handling certain classes of sales propositions some 
salesmen will not go to the trouble of getting the names 
of prospects. This is a mistake. It takes a little time, but 
there is a distinct advantage in addressing a prospect as 
Mr. Brown, or Mrs. Brown, as the case may be. It adds a 
significance to your call that cannot possibly attach to the 
other method of merely giving your name, and having to 
ask their name. It stamps your call with a certain personal 
and business character. There are other propositions in the 
presentation of which it would be a positive mistake to 
approach a person without knowing his name. 


The Principle of Selection 


The principle of selection is applied in dealing with a 
certain class of prospects and usually when the proposi- 
tion is of general interest. 


You want the influence of some prominent people before 
ealling upon others. Jones is such a person. You gather 
such facts as will be useful to you in interviewing him. 
You may be an adept in making appointments by tele- 
phone. In dealing with men of this class this method is 
serviceable and imparts a certain business character to 
the call. 


Smith is another person having such a standing in that 
community. He lives at the other end of town. Jones’ 
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order helps Smith to buy, and the orders of Jones and 
Smith influence Brown, another prominent citizen, to buy. 


You are dividing the community on the right principle. 
You will follow this procedure until you have secured the 
leaders in various circles. Jones, Smith, and Brown are 
leaders in the business world of that city. Rev. Mr. Black 
is the leader in church circles. Mrs. White is the president 
of the Woman’s Club. Mrs. Green is the social leader of 
the city. Professor Porter is the leading light on educa- 
tional matters. 


It requires time to present your proposition to these 
several leaders, as it takes you into different sections of 
the community, but you are working an excellent system. 
The influence of your business leader will sell the business 
man. Your prominent preacher will sell the preachers, 
and they in turn will sell their parishioners. Your presi- 
dent of the Woman’s Club will get you into touch with 
the members. The society leader will open the doors of 
society. The professor will commend your proposition to 
teachers and homes in general. 


Thus you have the town organized by classes which is 
a fine divisional system. Eventually you will cover the 
community by applying this principle of selection of pros- 
pects. Mrs. Murray is a member of Mr. Black’s church 
and is also a member of the Woman’s Club. Two influences 
are operating to get her order. And so it is throughout 
the city. 


If your proposition is adapted to a particular class you 
will follow the same procedure but on a smaller scale. But 
the principle of selection and division is the same. 
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What is true of your method of work in this community 
will be true of every other place in your territory. If you 
are handling a sales force you will have them well trained 
in these respects, and on these principles will organize 
their operations. 


If you are working the crew plan in a larger city you 
will, no doubt, see these leaders personally, and with 
these influences to aid your force you will assign the 
various classes of prospects to salesmen on the principle of 
special adaptation. One salesman is well qualified to 
handle the Woman’s Club. Another is adapted to sell 
business men. Another was formerly a school teacher and 
knows the teaching profession. Another can take care 
of the church people. 


This principle of selection in selling the consumer 
directly applies equally well to supplying the trade. In 
selling the retailer a specialty the salesman will select the 
leading merchants. Their business standing, when sold, 
will give the order the same value as when the specialty 
salesman. sold the leading people in the community. The 
same is true of the staple line salesman in getting new 
business. His objective is to land the biggest merchant in 
the town, so as to have the benefit of that prestige in 
landing more new business. 


Thus we see how the division of the territory is man- 
aged in a systematic way, no matter how extended or 
localized the territory may be. 

ROUTING THE TERRITORY 
Pianning the Days Work 


Can you imagine a general throwing his forces into 
action regardless of place or position? Conceive of him 
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saying to an army, ‘‘Move forward. Take the best posi- 
tions you can find. Be on the lookout for any position of 
advantage. Shoot whenever there is anyone to shoot at. 
When you get exhausted from fighting come back and 
rest up.”’ 


Never begin a day’s work without having your list of 
prospects for the day, where and when you will find them, 
and the order in which they should be taken. What was 
left over from yesterday’s work? Did you plan too much 
for that day? 


You have known salesmen who follow no plan of any 
kind. Prospects looked all alike to them; one was as good 
as another. If they were in the locality of a prospect they 
called on him because it was convenient and would save 
time. 


Each day’s work should fit into the general plan and be 
governed by it. The reason why you made that particular 
move in the game of checkers was because of a move you 
were planning to make farther along in the game by which 
you would get into the king row. Moving your men into 
empty places simply because you can make the moves is 
not playing checkers. 


Taking prospects in a haphazard, hit or miss way, is 
not playing the game of selling. Plan intelligently each 
day’s work. See that it fits into the general order, and 
clean up each day’s operations. 


How many people can you interview, who are the people 
to be seen, and how should they be sold? These and other 
questions are disposed of by the expert salesman at the 
beginning of each day’s work. 
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Important Details 


Important details which ought not to be neglected are 
matters of transportation, hotels, and the use of samples. 


Transportation 
1. Railroad Rates. 


Your territory should be worked as economically as 
possible. One of the chief items of expense in selling is 
railroad fare. The matter of getting to and covering your 
territory with as lttle expense as possible is well worth 
your consideration, because by a little planning and care 
you can save a good many dollars on every trip. 


From time to time mileage books have been issued by 
the railroads. When such is the case the rebate granted 
on a 2,000 mile book means quite a saving of money to 
one who is constantly on the road. Information concern- 
ing such matters can be secured from any railroad official. 


Interurban Electric lines have become an important fac- 
tor in transportation, and as their rates are usually lower 
than the steam roads you can save considerable money by 
using them. They run more trains than the steam roads 
do, so that much time can be saved in getting from town 
to town in your territory. This is a clean and reliable way 
of traveling. 

Always be careful to investigate when you are pur- 
chasing transportation from other than regular agents of 
the transportation companies, so as to avoid any possi- 
bility of buying fraudulent tickets. 


2. Automobile, Taxicab, and Bus 


It may not be advisable to use an automobile unless by 
doing so you can save time and cover more territory. 











1 Working Your Territory 





Sometimes, by using one, you could work several towns 
in the time you spend waiting for a train. The greater 
cost of a taxicab (as compared with railroad fare) eats 
up the profits made on the goods. 


When you use drayage see that you are not overcharged 
for each trunk for the round trip from the station to the 
hotel and return. Sometimes in small towns you do not 
have to move your sample trunks from the railroad station 
unless your customer wants to see your entire line. If he 
is interested in only a few articles you can get them out 
of your trunk and carry them to his store and thus save 
drayage. It is a good plan, however, to display your entire 
line in a sample room until you get well acquainted with 
your customers and know just about what they are goirg 
to buy. Later on you can save many a dollar on drayage 
in the manner suggested. Many dollars can also be saved 
in the eourse of a year’s time by walking instead of hiring 
a conveyance when the distanee is short and the weather 
is pleasant. The exercise and open air will keep you in 
rood physical condition. Your house will appreciate any 
effort you make to reduce traveling expenses without 
impairing your sales efficiency. 


Hotels and Rates 


The matter of hotels and rates is one of the most impor- 
tant to be considered by the traveling salesman. Always 
stop at a hotel where you would not. hesitate to have your 
best. customer call on you. Stopping at a first-class hotel 
adds to the prestige of a salesman, particularly when he is 
on his first trip. He is very likely to be asked where he 
is staying, and some of his customers will call on him there 
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When you are not acquainted with the hotels of your 
territory, you can usually find out which is the best one 
in each town by asking other traveling men you will meet. 
In nearly every first-class hotel or Pullman ear through- 
out the country you will find a Hotel Guide that will give 
you the names and rates of the best ones in each town, 
or you can get one of these useful books for a small sum 
from the Hotel Red Book, Grand Union Hotel, New York 
City. 

If your house, in common with many others, limits you 
to a fixed amount for hotel expenses, stop at the best hotel 
you can find for that price. You will be judged very 
largely upon first acquaintance by your appearance and 
the place where you live. 


If you expect to be in town for several days, ask the 
clerk for rates. As some hotels cater to the ‘‘Commercial 
Trade,’’ you will likely get a special rate. Tell the clerk 
or manager that you expect to make the town at regular 
intervals and want a good room. Hotels do not usually 
reduce the daily rate for less than a week’s stay, but 
nearly all the higher priced houses give special consider- 
ation in comforts, if not in prices. 


If you expect to make a long stay in a town and have 
a large amount of baggage, always engage your room and 
sample room several days in advance by letter or wire. 
Some hotels make no extra charge for sample room service, 
while others charge a small sum. Tell them what day you 
will arrive, and your quarters will be waiting for you, 
and in this way you will not be delayed in waiting for a 
sample room. Do not hesitate to ask for what you want, 
as you will get very little service or anything else unless 
you make known your wants. 
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Once you have an established trade in a town, stop in 
the locality or as near as possible to your customers’ 
stores, providing you can get first-class accommodations 
for yourself and your goods. 


Preparing and Displaying Samples 

Too much stress cannot be laid upon the advisability of 
personally selecting and preparing your sample line, or 
personally directing the work. In that way you will 
acquire an accurate knowledge of the samples and their 
location and be able to make effective use of the principal 
talking points of each separate article much more easily 
and quickly than if you had merely examined them care- 
fully in the ‘‘house.’’ 

If you select your own samples, or direct the work of 
selecting them before leaving headquarters, you will be 
sure that they are all perfect in quality and workman- 
ship; and you can at the same time observe the style of 
packing, note the prices, and gather many little talking 
points that you would not be able to pick up in any other 
way. 

When arranging your line of samples, do so in a way 
that will make them look attractive, and so you will know 
just where each article in the line is located. In this way 
you can pick it up instantly without having to search 
through your entire line for a certain thing. 

When you have a customer at your sample room begin 
by showing him new articles, special bargains or leaders, 
and at the same time keep him engaged in conversation 
and as far as possible let him ask most of the questions, 
suggesting here and there that he ought to add some of 
this or that article to his stock. This is a good time to 
make effective use of suggestion. 
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Keep at it in this way until you finally get him inter- 
ested in some article. To encourage him to order, begin 
writing down his name and address in your order book. 
Then put down some articles in which you see he is inter- 
ested and ask him in an off-hand way, ‘‘How many of 
this shall I send you, Mr. Smith?’’ After you get him 
started in this way your work will be much easier. 


Show him one article after another systematically until 
you have gone through your entire line, always suggesting 
that he buy this and that article before you show him 
another. In this way you will get through your line and 
be able in most eases to sell a good bill, whereas if you go 
at it the other way and show him too many things at once, 
both you and your customer will get all mixed up, with the 
result that your sales will be less than you could have 
made them. 


Have a system, apply it, and stick to it at all times. 
When you hand an article to a buyer to examine always 
make suggestions regarding its selling qualities, its attrac- 
tiveness, or its value. When you put it back after he is 
through examining it don’t throw it carelessly aside, as 
if it were of no consequence or value, or arrange in such 
a way that it will cover up something else. Put it where 
it belongs, so as to keep from mixing up your line and 
covering up a lot of good salable articles which might in 
this way be overlooked. 


In working through your line of samples keep things in 
good order, particularly if your line is a large one. Make 
it a point to go over your line systematically and work it 
thoroughly; do not be satisfied to sell only a few of the 
articles—always try to sell large orders. Do not be afraid 
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to suggest large quantities, as you ean very easily reduce 
the quantity, but it is hard to imerease an order after it 
is once given, Study your samples during spare tine so 


as to be thoroughly familiar with each article and its price 


Nover allow loafers to hang around your sample room 
or your samplos, and never allow anyone to handle your 
eoods except your customers or some of therr particular 
friends. The reason for this is obvious, First, it looks 
careless and unbusinesslike to have idlers hanging around 
a sample room, Again, some of your samples may dis 
appear, and you will have to account for them to your 
house. Your sales will suffer if you do not have a com 


pleto line of samples to display. 


When you have your samples displayed im a sample 
room, do not be afraid to pack up a few of your specials, 
or any certain line your customers want to see, and take 
them to their stores. By so doing you can very often get 
them interested and get them started to buying, and later 
get them to come to the sample voom, which you might not 
otherwise influence them to do, 


Displaying Goods 

One of the most effective ways to sell goods both to the 
retailer and to the wholesaler is to display them to advan 
tare. Goods that are well bought are half resold, and 
if thoy are well displayed, in addition to being well bought, 
they are three-quarters resold. When they are put away 
on a shelf or down in a cellar where no one can see them, 
they will stay there for a long time and bewome dead stock, 
It is to your interest to see that this does not happen ty 
your line. 
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Every salesman selling a regular line of goods and 
calling on his trade regularly should get the dealers to give 
all the prominence possible to the goods, by displaying 
them in the windows and hanging up display and advertis- 
ing signs. People want the goods that are advertised. 
When they see the article or the advertisement they will 
ask for the goods. A well-worded and illustrated adver- 
tisement will attract attention and appeal to curiosity. 


The merchants who complain most that the goods do not 
sell are those who do lttle or nothing in the way of dis- 
playing them. Goods do not sell themselves. Show these 
merchants how to attract the attention of their trade to 
them, help them to make the display, and their future 
orders will be larger. It takes hustling and plenty of it 
to sell successfully any particular line of goods. 


Checking Up on Territory Covered 

No territory should be left until you have gone over the 
work you have done. This is done in a way similar to 
checking up on each day’s work. 

How much work did the covered territory represent? 
You will keep a record of the number of prospects seen, 
and the number sold; how much business the territory 
yielded, and the time it required. 


The systematic way of doing this is to arrange a simple 
schedule. There are certain items that enter into your 
work. There is the time element; the quantitative element 
—the actual work done in prospects seen and sold; the 
element of collections, if such is a part of your selling. 


This schedule can be arranged so that the first column 
will contain the days, the second the number of interviews, 
the third the number of sales, the fourth the amount col- 
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lected. You can then total each column. Some such simple 
arrangement makes your work systematic and specific and 
gives you a record of your activities in each territory 
covered. You know just how you stand with yourself and 
your field. 


BUILDING THE TERRITORY 


You have your territory ; you have it properly divided; 
you are systematic in your work; you understand the 
important details of routing; and you now proceed to build 
up your territory. 


Being Your Own Sales Manager 

You sustain the same relations to your field of operations 
as does your sales manager to his entire force and their 
work. The section assigned you is your opportunity for 
doing a fine business, and your purpose is to make it yield 
you the largest returns. In other words, you have on 
hand the building of a business as truly as does your house 
or your sales manager. In doing this there are four things 
to be considered. 


Trying New Methods 

The average salesman is liable to get into a rut. He 
follows a method until it becomes second nature to him 
to do so. He gets into settled ways of doing things in very 
much the same way that he gets into a fixed, uniform 
way of presenting his proposition. 

You may be getting good business out of your territory, 
but not all the business it is capable of yielding. You can 
improve your system of developing your resources. 
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On the other hand, you might not be having good success. 
If so, this should be the signal to examine your methods, 
to see if they are effective. Do not become wedded to a 
system of operating if it is not doing the work. Do not 
be too hasty in abandoning what may be thoroughly good, 
but do not keep working a defective system or method. 


It is always in order to become suspicious of your 
methods, if you are getting out of your field only the 
minimum and not the maximum of business. Such a 
situation calls for an earnest examination of the methods 
employed. Critically analyze your processes, and if you 
find that they are faulty cast them aside. 


It may be necessary to experiment with new methods. 
Try them out and see what they bring you. If it seems to 
you that they should be effective, give them a good trial. 
We are emphasizing the fact that in order to get the most 
out of your territory you should be open to the adoption 
of new ways and willing to test their effectiveness by the 
results. 


Suggestions of Other Salesmen 

Your problem may be the same as that of another 
salesman working under similar circumstances. He solved 
that problem, not only for himself but for you, if you will 
profit from his experience. The wide-awake salesman notes 
how other men do their work. The methods they pursue are 
suggestive and illuminating to him. He sees how suc- 
cessful a new method or a bit of sales strategy is in get- 
ting business, and he is quick to adapt it to his work. 


A certain salesman, in giving his prospects the facts of 
his proposition, had formed the habit of going consecu- 
tively through his entire prospectus. He never seemed to 
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realize how much such a procedure would kill sales until 
he watched another salesman selling the same proposition. 
The latter opened the prospectus at the center and not at 
the first page. He would skip a dozen pages and show the 
prospect an important point. He touched only the leading 
features of his proposition and in a brief time closed the 
deal. 


His method of presentation was a revelation to the other 
man; as a result, he at once revised his entire selling 
process. In a similar manner any salesman can improve 
his method of working the field, approaching prospects, 
holding old customers, and gaining new ones. 

You have been following a fixed routine of selling goods. 
All you did was to try to ‘‘sell’’ them. Your attention is 
attracted to another salesman giving his customer points 
on displaying his goods or trimming his window. You 
observe how appreciatively and eagerly the customer 
grasps at the suggestions. You have learned the secret of 
that salesman’s success, and you wonder why you never 
thought of that simple thing. 


Trifles make success, but success is no trifle. A touch 
here and a touch there changes the whole order of a man’s 
work. The observant salesman is on the watch for the 
way the other man is building up his business. 


Co-Operating with the House 

Keep in elose touch with the house. It has been in the 
business for a much longer time than you have and knows 
more about how to sell its goods. Let it know your every 
move. It can give you valuable hints and, in many 
instances, will keep you from using wrong methods. 
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The house has a line on the various methods employed 
by salesmen. Some of them are very successful, and it 
will gladly pass them on to you. When it sees that you are 
adopting a measure that seriously damaged another man’s 
work, it speaks the word of warning. 


Your house is deeply interested in your plans, your new 
way of doing things, and the practical results that attend 
them. It takes special notice of the way in which you keep 
it informed of these things and takes you into its con- 
fidence. 


There are many suggestions that come to the house from 
the co-operating salesman. He has discovered an improved 
way of doing things, a new way of interesting and serving 
the customer. This is not only of real value to the house, 
but it sees in this salesman the true spirit of co-operation 
and a deep personal interest in the business. When a 
larger opening occurs this salesman at once comes to mind 
as the man for the place. 


There are shortsighted salesmen who never pass such 
findings on to the house. Aside from sending in their 
orders, they maintain none of these more intimate and 
personal relations with the sales manager. They may be 
quite successful in building up their business, but they 
keep the secret of their success to themselves. They enjoy 
the distinction of doing their work in a way peculiarly 
their own and have an excellent selling record. They fear 
that if they were to give the other man the facts, and 
they made the same good use of them, they would no 
longer hold their distinctive selling position. This is not 
necessarily true, because they would become more valuable 
and productive men if they help other salesmen in this 
way to increase the business of the house. Such men are 
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on their way to become sales managers or other executives. 

The house appreciates and rewards the salesman who is 
big enough and generous enough to disclose these methods 
of operation to pass on to other salesmen and thereby 
increase the distribution of the goods all along the line. 


The Salesman’s Quota 

The house knows the salability of its proposition and 
what sales, under reasonable conditions, can be made. It 
is able to strike an average. The quota of the house should 
at least be the salesman’s quota, and he should exceed it 
as much as possible. If he will set and make a higher 
quota, he becomes a marked man. 


In every instance in which a sale was not made, where 
the customer could have made use of the goods, he was 
deprived of just that much service. You would have served 
him by selling him, and it would have been the beginning 
of further service by the goods and the house. 


You put in a full day, make a lot of calls and no sales, 
and you feel you have done a big day’s work. It was such, 
if estimated in terms of calls. As a matter of sales the 
day was lost. 


You are thinking of calls rather than of sales. You put 
in a busy day. When you send in your report of that day 
to your house it will see that you were not loafing. If your 
manager had followed you around from one prospect to 
another and saw the working of your mind he might see 
something lke this: 


You are failing to close the deal with a prospect. He 
intimates he will not purchase the proposition. You say 
to yourself, ‘‘What’s the use of spending so much time 
here; I ean save time by seeing the next prospect, and the 
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time I am giving to this man might better be devoted to 
others whom I might sell. Suppose I don’t sell this 
prospect—there are others.’’ 


You earry this frame of mind to the next prospect, and 
the same process is repeated. Is it any wonder you are 
stacking up calls and making very few sales? 


The efficient salesman makes a maximum number of 
sales from the number of calls made. He sells a prospect 
as if it were his last chance to make a sale. And that is 
why he sells instead of filling the day making calls. That 
is why he makes his quota. 

You serve the customer by selling him, as has been 
shown. If you fail to sell him you fail to serve him. The 
more prospects you sell the more you serve. The efficient 
salesman makes six calls and three sales; you make ten calls 
and one sale. He is rendering a service to fifty per cent 
of his prospects; you are serving only ten per eent. You 
did not think it worth while to stay by the prospect until 
you sold him; he worked with the prospect as if there 
were not another one to be sold, realizing the loss to the 
prospect if he did not buy. Your principle is absolutely 
damaging, while his is productive. 


Serving the Prospect 

A cardinal fact of salesmanship, as we have defined it, 
is service. There are various ways in which the prospect 
may be served. 


By Selling Him 

Selling the prospect is but one way of serving him, 
hence the caption, ‘‘Serving the Prospect.’’ But one of 
the most important ways in which you can serve him is 
by selling him, if your proposition has positive values. 


SSS SSS SS 
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It is too common even for the salesman to think that it 
is the house and the salesman exclusively who are being 
served by making the sale. This is viewing salesmanship 
from the selfish standpoint of selling, instead of that of 
service. If the average salesman were profoundly influ- 
enced by the latter idea he would make more sales—the 
more sales the greater the service rendered. 


With this thought of service in mind when you interview 
the prospective buyer, you will impress it upon him, and 
he will respond to the appeal. The prospect is not slow to 
sense the difference between the anxiety of the salesman to 
make the sale on his own account, and his anxiety to make 
it on the prospect’s account. 


You are selling him something that is worth to him more 
than the money he pays for it. He is richer and not poorer 
by purchasing your goods. How often a man buys a thing 
that is a blessing to him all through his life. He says of 
it, “If I could not purchase another, nothing could induce 
me to sell it.’’ 


Your proposition may be something he ean resell at 
a profit. In being able to sell him you are rendering him 
a service of this kind. It may be so valuable and meets 
certain needs so well that his business is greatly improved. 
That first sale was the beginning of a new prosperity, a 
better established business. That prospect is convinced 
that you served him by selling him. 


It is even more important that the salesman fully real- 
ize that fact in making the sale. If you are completely 
sold on your proposition, if it awakens in you a profound 
interest and stirs the most genuine enthusiasm, there will 
be no question as to the dominant note of your sales talk. 
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By Giving the Prospect Selling Principles 


To help the prospect to sell your goods is as great a 
service as selling him in the first instance. The goods are 
of no use to him unless they can be sold to his customers. 
For purposes of utility, the Niagara Falls is simply so 
much water, unless its tremendous energies can be 
harnessed and transformed into power and service. The 
finest goods might stand on the shelves and never be sold. 


1. The Merchant as a Salesman. 


The fact that people come to a store to buy is no guar- 
antee that they will buy. They must actually be sold, 
as the merchant must be sold. To sell them he must 
know his goods. You have looked at goods and did not 
buy them, although they were the very things you 
wanted. The merchant could not satisfy you as to the 
goods and you would not take a chance. He did not sell 
you. 


You went to another store and bought the same pro- 
duct. The second merchant was a salesman. He knew 
his goods, their quality, and how they could serve the 
customer, and he used this information to advantage in 
influencing you to buy. 


Many merchants know very little about their goods. 
They buy them because they look right. They expect them 
to “‘look right’’ to their customers, and they expect them 
likewise to buy their looks. The merchant who is not 
an expert buyer from this viewpoint ean not, therefore, be 
an expert salesman. He does not really know the goods 
when he buys them. 


On the other hand, he may know his goods and still not 
be a good salesman. He does not know how to present 
his products so they will create interest, conviction, and 
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desire. The merchant may be more deficient in selling 
his goods than are many salesmen in selling their propo- 
sitions, notwithstanding the fact that he has the great 
advantage of the customer coming to buy, instead of 
being under the necessity of going after the prospect to 
induce him to buy. 


2. The Salesman as Instructor 


The salesman should do for the merchant the two things 
just noted, the things the merchant needs. He gives him 
the facts pertaining to the goods. The merchant is utterly 
unqualified to sell until he knows what he is selling. 
He should know the raw materials, the workmanship, and 
all that enters into production. 


When the salesman sells the merchant he sells these 
things. The merchant should know what he is buying 
as truly as the salesman should know what he is selling. 
Unless he does, he cannot resell. And he should not buy 
on any other basis. When properly sold, he knows every 
essential thing about the product. 


When his customers come to buy he ean tell them of 
what the goods consist, their nature and merits. He 
can give them the facts so minutely and convincingly that 
they will be inspired with confidence and have no mis- 
givings about buying. It will not be necessary for pos- 
sible customers to leave the store and buy the same thing 
elsewhere because this merchant could give them nothing 
but bare generalities which they could see for themselves. 
The salesman puts the merchant in the same position in 
relation to his trade that the salesman holds in regard 
to him. 
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In the last analysis, the salesman sells the merchant’s 
patrons. The merchant is simply reselling the facts given 
him by the salesman. 


The wise merchant takes note of the salesman’s method 
of explanation, how he creates interest and then 'in- 
creases it. He notes the way he demonstrates the propo- 
sition, how he establishes conviction. He notes the effi- 
cient manner in which he employs suggestion to create 
desire. All of these is effective with him, and he sees 


how this sort of salesmanship will sell his trade. He turns 
it all back into his business and makes it an asset. 


In other words, in buying the salesman’s goods he also 
bought selling methods that he can apply in his own busi- 
ness. They not only enable him to sell this particular 
product, but will prove effective in selling everything 
else. The salesman has taught him to sell by the man- 
ner in which he sold him. 


Thus we see how the salesman has served the prospect, 
not only in selling him something that will add to his 
prosperity, but in giving him selling principles; in short, 
making him an efficient salesman. 


Fulfilling Promises 

Confidence is the basis of trade, the ground of all busi- 
ness. Without confidence the commercial world would 
be a chaos. The customer must have confidence in the 
merchant, the merchant in the house, the house in the 
manufacturer. 


1. Quality of the Goods. 


The salesman represents his goods as having a certain 
character and quality. The merchant expects the house 
to fulfill its promise by sending him what he purchased. 
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The salesman has a special responsibility in this matter. 
He must represent and not misrepresent these goods. The 
house cannot send the customer what it does not have. 
The customer believes the salesman is giving an accurate 
statement of the product. 


In making a sale the salesman may be tempted to add 
fictitious features and values to his proposition to induce 
the prospect to buy. The latter frequently starts this 
process by asking the salesman if the proposition is this 
and that, or if it can do certain things. The salesman 
sees how these qualities or characteristics would sell the 
prospect, so the temptation is to misrepresent. 


When the goods reach the prospect these qualities are 
the first things he looks for, and not finding them, he 
writes the house that there must have been some mistake, 
since what he ordered was supposed to have these addi- 
tional things. He emphasizes the fact that he gave his 
order mainly on that account. 


Then trouble begins. The house cannot fulfill such a 
promise. It is the salesman’s word against that of the 
merchant. The latter refuses to accept the goods, and the 
house tells him no such features were indicated by the 
samples or prospectus, and nothing of the kind was in- 
eluded in the contract. If the prospect had placed such 
special conditions upon the contract and retained a dupli- 
eate copy, the great likelihood is that the order would 
never have reached the house. 


You serve the prospect by fulfilling these promises per- 
taining to the goods. You do not over-represent. the pro- 
duct or make false statements with reference to any 
feature of your proposition. : 
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2. Delivery of Goods. 


The time or manner of delivery may be a vital matter 
with the customer. He is in immediate need of the goods. 
Orders must be filled. He bought them to secure prompt 
delivery, and the salesman promised him that he would 
get it. 

A customer comes to the store for that particular thing. 
The merchant says, ‘‘We are just out of that, but the 
goods are on the way. We are looking for them on 
today’s freight.’’ The customer is willing to wait until 
tomorrow, and when tomorrow comes the goods have not 
arrived. The customer goes to another store, and that 
may be the beginning of transferring his patronage from 
one store to the other. 


The failure to fulfill promises in delivery might mean 
a decided loss to the merchant. Instead of serving him, 
you have caused him a loss. He is liable to do the very 
thing his customer did—sever his relations with you and 
give his patronage to another house. It is loss all along 
the line. The merchant loses trade, if not customers; and 
you lose the merchant’s business. You failed to serve him 
by seeing that your promises in regard to delivery were 
kept to the letter. 


Retaining the Customer 

It may have been a comparatively simple thing to make 
the first sale. The time of your interview may have been 
very favorable. The merchant was in actual need of 
goods; you came along and he gave you the order. 


Procuring the Customer 


There is always a first sale, and it should be the begin- 
ning of future orders. It brought you and your house 
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a new customer. Whatever may have been the favoring 
circumstance, the sale has added another customer to 
your list and has formed new relations. 


This is what is meant by procuring the customer. The 
word signifies that and that only. You have done that, 
but nothing more. If it was good salesmanship that 
sold him, then that first sale should be the index of 
every future sale. 


If you sold him merely because he was in need of the 
goods and your coming at that moment was a conven- 
lence, in other words, because the circumstances were 
favorable, then there may be no assurance that your 
business relations will continue beyond that point. In 
that case he may not even have been procured as a ecus- 
tomer. What you got was a sale, an order; whether in 
getting that you got a customer is quite another matter. 


Securing the Customer 


Thus there are three things: Getting the order, pro- 
curing the customer, and securing the customer. He may 
be procured and not secured. Securing him is retaining 
him, 


Your first order or two may have procured him. You may 
then have lost him; he was not secured or retained. You 
may have sold him for various reasons. The important 
question is, how to retain him. It is only in that way 
you can build up for your house a steady substantial 
business. 


There is but one way by which the customer ean be 
retained and that is through giving him satisfaction. 
We sometimes think of the sale as fully made when we 
close the deal. That is not strictly correct. It is not fully 
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made and is not all the sale is designed to be or should 
be, until it gives the customer full satisfaction. The only 
kind of a customer, in terms of salesmanship, is the satis- 
fied customer. But he is not actually satisfied until made 
so by the use of the proposition. 


A sale is not complete unless the customer is so well 
satisfied that he would be glad to repeat such a purchase. 
When there is a succession of such purchases because of 
continuous satisfaction, the customer may be said to be 
retained. 


All of which is strictly in line with the salesman’s 
guarantee in making the sale. One of the things com- 
monly said to the customer is, ‘‘ You will find these goods 
highly satisfactory, Mr. Brown,’’ or ‘‘You will not regret 
having purchased this proposition.’’ These statements 
should mean nothing less than this: ‘‘If this product 
does not give you perfect satisfaction, then the sale was 
a failure and should not have been made. I have no 
right to expect you to buy a disappointment, and if I 
sold you such it was not a sale, as salesmanship defines 
it, because it was not a service.’’ A real service cannot 
be a disappointment and must give satisfaction. 


Permanent, profitable patronage is built upon the satis- 
faction of the customer. If it be true that the sale is not 
complete until the customer is given satisfaction through 
the use of goods or service, then it is equally true that 
the customer is not actually procured until he is secured, 
or made secure. 

This applies especially to staple selling. In that line 


a sale in itself means little or nothing. Its value and 
significance are measured by continued patronage. 
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Specialty selling is quite different. Ordinarily there 
are no re-sales. In the majority of instances the sales- 
man sells the prospect but once. While there is that dif- 
ference between the two kinds of selling, the principle 
just discussed is exactly the same. Your sale is not 
properly made unless the buyer is satisfied. You may 
have fooled him into buying, a fact which he comes to 
realize when he uses the product. 


You did not render him a service in selling him, but 
did him an injustice by deceiving him. A sale that is 
not a service is not a sale. We should clearly distinguish 
between mere selling and a sale. 


It is possible for a staple salesman to retain a customer 
after he goes to another house. The customer lkes the 
salesman. The latter has served his interests so well that 
he has absolute confidence in him. He has always truth- 
fully represented the goods; he has advised him what 
to buy and what not to buy to meet the demands of his 
trade; he has been honesty itself; he has fulfilled every 
promise in regard to the prompt delivery of goods; he 
has greatly assisted him by rendering many additional 
services. The merchant knows he ean depend upon him 
equally well as the representative of another firm, so 
this salesman has no trouble in retaining his patronage 
by transferring it to the new house. 


A similar thing is true in specialty selling, in two re- 
spects. While he sells the prospect the same proposition 
only once, the satisfied prospect can turn business his 
way by commending the proposition to others and putting 
them in touch with the salesman. In that sense he retains 
the customer’s patronage. 
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You change your line and sell another proposition. 
You are working the same territory you did on the first 
proposition. Your prospects were so well sold and you 
so thoroughly satisfied them that they buy the new pro- 
duet because you are selling it. Thus you retain their 
patronage. This is the second way in which you can 
retain the customer in specialty selling. 


The reverse may also be true. What you sold them in 
the first instance was a poor article that failed to render 
the promised service. You come to them with the new 
product which may be in every way excellent. They 
remember you and refuse to buy an article that would 
give them great satisfaction. The first sale deprived you 
of any further patronage. 


Meeting Competition 

Competition is a fixed fact in the business world. If 
you were the only one handling a proposition, and there 
was a demand for it, you would have no difficulty in re- 
taining the customer. But such instances are very rare. 
You will soon find the competitor by your side, and you 
are forever conscious of the fact that in order to retain 
the customer, you must successfully do the following 
things: 

You must compete with his salesmanship. 

You must compete with his goods. 

You must compete with his service. 


Never proceed on the assumption that you have the 
customer’s patronage ‘‘nailed down,’’ and that you can 
“let up’’ on some of the attention you have given his 
interests or some of the concessions you have made him. 


? 
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You will be surprised to find how easily a competing 
salesman can draw those nails and carry off your patron. 


Every Customer a Booster 

You make a reputation for yourself and your house 
with every customer. Whether it be good or bad, depends 
upon you. 


If you had a serious case of sickness in your family 
and a masterly physician brought you safely through 
those days of anxiety, you would talk about it and con- 
sciously or unconsciously you would add to his reputa- 
tion and increase his practice. 


If your new suit of clothes attracts attention because 
of the excellence of its fit, materials, and tailoring, you 
would naturally boost your tailor’s business, and if a 
friend asks you who made the suit, you would at once 
give him the name of the man who had served you so 
satisfactorily. 


The same thing is true of your customer. He will tell 
others about your goods, about your house, about you. 
He will emphasize your fine courtesy, your helpfulness, 
your selling and advertising suggestions, and speak of 
the different ways in which you conserved and advanced 
his best interest. 


Whether you are selling a staple or a specialty, the 
best recommendation you can possibly have is the satisfied 
eustomer. When he boosts you and your line, bis reecom- 
mendation carries immediate conviction. He has no object 
in stating anything but the truth. If the goods and serv- 
ice were unsatisfactory, he would not hesitate to say so, 
since he would rightly feel that he had been wronged and 
that it was his duty to warn others. 
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We have now set before you the fourfold view of the 
territory. The entire discussion may be condensed inio 
four brief statements: 


I. Only as you know your territory will you sell it suc- 
cessfully. If you are ignorant of it, your sales will be 
largely accidents and not the result of intelligent design 
and planning. 


Il. Whether you choose the territory or whether it 
is assigned to you, it will be good or bad according to 
your personal efficiency. 


III. An unsystematic working of the territory is a 
losing game. You can be a successful bungler, but you 
cannot be a bungler and be a successful salesman. 


IV. The success of your selling will be measured and 
determined by the character and amount of the service 
you render. The serving salesman is the only kind that 
real salesmanship recognizes. 


SUGGESTIVE QUESTIONS 


? 


‘‘Hitch your wagon to a star.’’ That is an old saying, 
it is grey headed, but the doing of the thing is entirely 
new to some people. You will build air-castles before 
you will build them anywhere else, but you must turn the 
creations of your imagination into substantial realities. 


I. Division of the Territory. 


1. What do we mean by System? May the salesman 
follow a certain orderliness and not use a right 
system ? 
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In specialty selling the principle of selection must 
be used. What class of persons in a community 
does this principle require you should sell first? 
Routing the Territory. 


What are the three things that enter into planning 
the day’s work? 


How ean you display samples so as to sell the 
goods? 


Building the Territory. 


When should you try out new methods? When 
are methods over-worked? 


What mistake did the salesman make who thought 
he was wasting time on the prospeet who was 
hard to sell? 


What are the three ways in which you serve the 
prospect? 


What may be the significance of the first sale? 


What is the difference between proeuring and 
securing the customer? 


PRACTICAL TALKS SERIES 


SYMPATHY AND FRIENDSHIP 
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PRACTICAL TALKS SERIES 
SYMPATHY AND FRIENDSHIP 


When you need warmth you will not be deceived by the 
lighted lantern inside of a cold stove— 
Natures that are ice-bownd must be melted, not broken up. 


Do not confine the use of ‘‘sympathy’’ to somebody’s 
misfortune. 


We are using it in the sense of a cordial responsive- 
ness. 


It is compounded of two Greek words—syn, with, and 
pathos, feeling—with feeling, or a like feeling. The 
negative of sympathy is apathy, the initial ‘‘a’’ signifying 
the absence of feeling. 


Some people seem to be incapable of fellow feeling. 
They are about as apathetic as a corpse. 


If you were to try to warm the hands of your enterprise 
by holding them before one of these people they would 
get frost-bitten. 


You frequently meet this type of a prospect and you 
wish there was not a law against bombing. It seems 
like a hopeless case, and your first thought is how you 
ean throw a shock into him. Any kind of action would 
be preferable to that ‘‘cold stare.’’ 


This kind of a man is not going to die of joy at 
seeing you come in with your sample case. And you ecan- 
not stare him out of countenance; you cannot beat him 
at his own game, because he has come up from the stone 


age. 
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If you want a block of ice to melt it will not help the 
process by putting another block of ice beside it. Let 
the sun get at it. 


Turn the warmth of your sympathy upon that human 
block of ice. You may shock it into bits but it will still 
be ice. A sledge hammer can smash a block of ice into 
little pieces, but it is still ice; it can’t melt it. Now 
that prospect needs to be melted, not broken up. And, 
up to date, the only thing that melts is heat, eold con- 
tracts. Heat expands and that is what must happen to 
your man. 


Be cordially responsive to your prospect’s interests. 
He is perhaps doing a big thing. His business is more 
essential to the community than the people realize. He 
is never given to feel that he mans anything to the de- 
velopment and improvement of the town. He is allowed 
to work away and no one warms his heart with a word 
of appreciation. That is one reason why he has become 
so cold. 


Show him that he is something more than a money- 
maker; that he is a vital force shaping the present and 
future of the community. Talk to him as an interested 
friend, not as a salesman. It will be such a new experi- 
ence that his heart will open to the man who thawed him 
out. 


Tf you could turn enough of this kind of warmth into 
cold, apathetic communities, filled with ice, you would 


start a flood. It would keep your house busy filling your 
orders. 


The trouble with the average salesman is that he is 
merely a salesman; he is not human. Remember that 
‘fone touch of nature makes the whole world kin.’’ 
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Almost anything you say may be lost on a prospect, but 
one thing—sympathy, a cordial responsiveness to his 
interest, and you will be surprised to find how he will 
become cordially responsive to your interests. The flower 
turns its face to the sun that opened its heart. 


SELF-QUIZ 


1. Do I realize that if my system is defective I 
will suffer loss. Did I get the right idea of sys- 
tem from this lesson? 


2. Do I use the principle of selection in beginning 
operations in a field, or do I take the prospects 
just as they come? 


3. Do I knew before I begin the day’s work what 
and how many prospects I am to see, and the 
order in which they will be interviewed? 


4. Do I supervise the packing of my samples, and 
am I careful to note their condition? 


5. Do I revise my methods and adopt new ones 
when I see that my results are not commensurate 
with my efforts? 


6. Do I realize that my work will be successful in 
the measure in which I co-operate with the house? 


7. Do I set for myself a quota? Is it more or less 
than the quota the house sets for me, and do I 
strive to break my own record? 


8. Do I serve my customer by giving him the best 
selling principles which he can use in re-selling 
the goods? 
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9. 


10. 
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Do I realize that I must fulfill every promise 
made the customer if I am to retain his patron- 
age? 


Do I understand that a customer may be pro- 
curred and not be secured? That every satisfied 
customer is a booster? 








j 
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